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LapbyLap  Is  the  first  and  only  spedalty  wire  service  devoted 
to  NASCAR  and  stock-car  radng.  Presented  by  Media  General 
Syndication  Services,  LapbyLap  will  offer  complete 
NASCAR/Winston  Cup  coverage,  including  photographs, 
starting  Feb.  13,  2000,  a  week  before  the  Daytona  500. 

Leading  the  LapbyLap  coverage  team  are  Mike  Mulhern  of  the  Winston-Salem 
Journal  and  Rea  McLeroy  of  the  Richmond  Times-Dispatch.  Both  papers 
cover  all  Winston  Cup  races,  and  LapbyLap  subscribers  will  receive  timely 
previews,  features,  race  stories,  columns  and  notes  packages. 

Mulhern,  who  has  been  covering  NASCAR  for  26  years,  is  considered  on  pit 
row  to  be  the  hardest-working,  most  knowledgeable  NASCAR  writer  in  the 
country.  McLeroy  is  a  dedicated  reporter.  She  specializes  in  behind-the-scenes 
feature  stories  and  profiles  of  drivers  and  other  key  players.  Coverage  will 
also  come  from  Richmond's  Nate  Ryan  and  reporters  from  other  Media  General 
newspapers  in  the  Southeast. 

Each  week  during  the  NASCAR  season,  the  Media  General  wire  service  will 
carry  an  average  of  20  stories  —  easily  accessed  daily  through  the  Internet. 


Starwatch:  Designed  for  both  large 
and  small  papers,  with  75  broadsheet 
columns  of  material  each  week. 

Prices  start  at  S199  a  week. 
Spotlight:  Designed  for  papers  with 
less  than  50,000  circulation,  with 
42  broadsheet  columns  of  material 
each  week 

Prices  start  at  $129  a  week. 
Parent's  Post  A  monthly  tabloid 
suitable  as  a  section  within  your 
newspaper  or  a  rack  product.  With 
50  columns  of  editorial  material 
centered  on  child  rearing. 

Prices  start  at  $129  a  month. 
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But  the  package  doesn't  stop  with 
the  wire  service. 


or  only  $20-33  a  week 


If  you  subscribe  or  agree  to 
subscribe  to  one  of  our  weekly  or 
monthly  products  above  — 

Star  Watch,  Spotlight,  Parent's 
Post  or  our  monthly  senior 
publication  —  as  an  introductory 
offer  you  will  receive  the 
LapbyLap  page  and  the  NASCAR 
wire  service  at  no  charge. 


Don't  delay.  The  2000 
season  is  just  around 
the  corner. 

Call  Jim  Hollis  at 
1-800-457-1156  for  more 
details  and  a  complete 
information  package. 


If  you  just  want  the  wire  service 
and/or  the  LapbyLap  page,  the 
price  starts  at  $20  a  week. 


On  February  15,  2000  we  will  begin  offering  a  Ml 
color,  fully  edited,  paginated  page  devoted  to 
NASCAR/Winston  Cup  —  a  page  that  laps  the 
competition  both  in  content  and  design. 


Contents:  A  feature  story  on  a  driver  or  major 
issue;  Mike  Mulhern's  insightful  column; 
racing  notes;  a  statistical  package  and  weekly 
trivia  question. 

Delivery:  Every  Tuesday  —  52  weeks  a  year  - 
at  4  p.m.  we  will  post  the  LapbyLap  page  to 
an  FTP  server.  For  newspapers  that  are  unable 
to  access  our  FTP  server,  we  will  ship  ZIP 
disks  overnight  for  delivery  each 
Wednesday  morning. 
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Otis  Chandler  reloa 

‘YOU  CAN’T  RUN  A  COMPANY  BASED  ON  WALL  STREET,’  LEGEN | 


Former  Los  Angeles 
Limes  Publisher  Otis 
Chandler  told  Editor 
&  Publisher  that  he 
believes  the  Staples  Center 
sports  arena  deal  wasn’t  the 
first  secret  business  arrange¬ 
ment  struck  by  the  LA.  Times. 

Chandler  said  he  learned  this 
in  talking  with  LA.  Times  Media 
Writer  David  Shaw,  who  is  writ¬ 
ing  an  assigned  inves¬ 
tigative  piece  about  the 
controversial  ad  rev¬ 
enue-sharing  arrange¬ 
ment. 

Chandler  didn’t  elab¬ 
orate  on  his  claim  about 
previous  deals,  and 
Shaw  denied  telling 
Chandler  anything 
about  deals.  Shaw  also 
denied  that  he  told  Los 
Angeles  New  Times  that 
he’s  found  “no  other 
examples  of  profit- 
sharing,”  as  the 
alternative  reported. 

Chandler’s  con¬ 
versation  with  E&P 
was  his  first  public 
interview  since  he 
wrote  a  five-page  letter 
Nov.  3  calling  the  deal 
“unbelievably  stupid”  and  at 
tacking  the  current  manage¬ 
ment  of  the  paper  his  family  ran 
for  most  of  the  past  century. 

Chandler  said  he  didn’t 
expect  his  protest  to  have  any 
impact  beyond  lifting  morale  in 
the  newsroom,  where  he  is 
lionized  as  the  publisher  who 
brought  respectability  to  the 
paper  during  his  stewardship 
from  1 960  to  1 980. 

“I  was  just  addressing  it  to 
the  editorial  staff  to  let  them 


know  at  least  this  former  pub¬ 
lisher  is  aware  of  what’s  going 
on  there,”  he  said.  “  ...  I  don’t 
think  they’ll  do  anything  about 
anything  I  would  say  or  any 
former  publisher  would  say.” 

He  also  bristled  at  Publisher 
Kathryn  M.  Downing’s  response 
to  his  memo,  in  which  she  called 
Chandler  an  “angry  and  bitter 
old  man,”  according  to  New 


Times.  (New  Times  reported 
the  L.A.  Times  removed  the 
word  “old”  from  her  quote 
before  publishing  it.) 

“I’m  old,  but  I’m  not  bitter,” 
sniffed  the  7 1 -year-old  Chan¬ 
dler.  “I’m  very  optimistic  the 
Times  can  regain  its  position.” 

The  deal  called  for  the  paper 
to  share  $2  million  in  revenues 
with  the  Staples  Center  from 
the  Oct.  10  Sunday  magazine 
issue  whose  sole  subject  was 
the  arena.  Editors  said  they  did¬ 
n’t  know  of  the  deal  until  after 


the  issue  was  printed.  It  crystal¬ 
lized  journalistic  fears  over  the 
growing  coziness  between  the 
traditionally  separate  news  and 
business  sides  at  newspapers 
around  the  country,  but  perhaps 
most  notably  at  the  LA.  Times. 

Downing  admitted  a  misstep, 
chalking  it  up  to  her  lack  of  prior 
newspaper  experience.  Mark  H. 
Willes,  CEO  of  the  L.A.  Times' 
parent  Times  Mirror 
Co.,  expressed  his  con¬ 
fidence  in  her  and  restat¬ 
ed  his  support  for  closer 
cooperation  between 
news  and  business.  Both 
have  de¬ 

clined  to  be  interviewed, 
citing  Shaw’s  investiga¬ 
tion. 

When  Willes  was 
hired  four  years  ago. 
Chandler,  then  a  Times 
Mirror  board  member, 
said  he  found  the  former 
General  Mills  executive 
bright,  and  had  high 
hopes  for  the  company’s 
future  under  Willes. 
Since  then.  Chandler 
has  watched  disapprov¬ 
ingly  as  Willes  has  cut 
staff  and  broken  down  the  edito¬ 
rial-business  wall  to  boost  com¬ 
pany  profits  and  its  stock  price. 

“It  had  been  coming  for  some 
time,  and  I’ve  been  sitting  on  the 
sidelines  and  just  hoping  things 
would  work  themselves  out,” 
Chandler  said  of  his  decision  to 
write  the  Nov.  3  letter. 

Chandler  said  a  plan  such  as 
the  Staples  Center  deal  would 
have  been  unthinkable  when  he 
was  publisher.  “We  never  split 
profits,  kept  things  secret.  This 
is  unheard  of,  a  secret  deal.” 


“I’m  old,  but  I’m  not 
bjter,”  snlMrair^ 
*  ^-year-old  Chanil 


—  Otis  Chandler 

former  publisher 
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With  apologies  to  Mojo  Nixon,  “e”  (like  Elvis)  is  everywhere:  e-business,  e-commerce,  e-mail, 
etc.  Enumerating  editorial  mentions  of  “e”  words  in  10  U.S.  pubs  over  a  comparable  week  in 
1996  and  1999,  eMarketing  Inc.,  Scottsdale,  Ariz.,  reports  finding  43  and  259,  respectively. 


Us  in  trying  Times 

|rY  L.A.  NEWSMAN  TELLS  E&P  BY  LUCIA  MOSES 


His  concern  mounted  earlier 
this  year  when  Times  Mirror 
announced  plans  to  sell  some 
of  its  professional  information 
units,  citing  poor  performance. 

“I  think  the  company  is  at 
risk  if  there  were  a  downturn.” 
he  said.  “I  think  it’s  putting  a 
lot  of  your  eggs  in  one  basket. 
Newspapers  ...  are  not  a 
growth  industry  anymore.” 

Chandler  may  be  unhappy, 
but  Times  Mirror’s  sharehold¬ 
ers  aren’t.  The  stock  price  has 
nearly  doubled  under  Willes’ 
direction,  and  the  LA.  Times  is 


expected  to  have  its  highest  ad 
revenues  ever  this  year. 

Chandler  allowed  that  the 
share  price  has  been  good,  but 
said  half  the  credit  goes  to  the 
improved  economy.  He  also 
conceded  the  board  of  directors, 
including  three  of  his  cousins, 
may  not  share  his  concerns. 

“They  look  to  the  price  of  the 
stock,  and  that’s  their  sole  crite¬ 
rion.”  he  said.  “Wall  Street 
always  wants  to  know:  What  are 
you  going  to  do  for  me  tomor¬ 
row?  They  really  don’t  have 
much  of  an  interest  in  long-term 


planning.  You  can’t  run  a  com¬ 
pany  based  on  Wall  Street." 

Since  his  letter  became  pub¬ 
lic,  Chandler  said  people  have 
come  up  to  him  on  the  street  to 
thank  him  for  taking  his  stand, 
and  numerous  media  outlets, 
including  “60  Minutes.”  have 
requested  interviews.  He  turned 
them  down.  He  and  others  are 
anxiously  waiting  to  see  what 
Shaw  reveals.  They  won’t  have 
long  to  wait:  Shaw  has  set  a  goal 
of  finishing  by  Christmas.  ■ 

For  related  coverage,  see 
“Cover  Story,”  Page  20. 


Resigned  or  reassigned? 


It  was  stranger  than  usual 
at  the  New  York  Post  last 
week.  John  Podhoretz, 
editor  of  the  editorial 
pages  and  of  the  arts  and  cul¬ 
ture  section,  resigned  to  focus 
on  various  writing  projects, 
including  a  twice-weekly  po¬ 
litical  column  for  the  paper  and 
a  book  about  the  upcoming 
year’s  national  political  cam¬ 
paigns.  No  replacement  has  yet 
been  named. 

Podhoretz’s  resignation 
from  the  often  acid-tongued, 
politically  conservative  editori¬ 
al  pages  came  after  a  meeting 
Dec.  3  with  Post  Publisher  and 
Editor  in  Chief  Ken  Chandler, 
who  portrayed  the  move  as  a 
reassignment. 

“It  had  been  apparent  to  me 
for  some  time  that  we’d  piled  a 
lot  on  his  plate,”  said  Chandler, 
noting  that  Podhoretz  was 
responsible  for  the  Op-Ed  pages 
and  the  arts  and  culture  section 


seven  days  a  week. 

Chandler  said  Pod¬ 
horetz  had  agreed  it 
was  too  much  work, 
and  accepted  the  col¬ 
umnist  position  when 
it  was  offered. 

That  story,  howev¬ 
er,  was  at  odds  with 
accounts  by  Post 
sources  who  said 
Podhoretz  had  been 
shoved  out. 

One  longtime  Post  editorial 
staffer,  who  asked  not  to  be 
named,  said.  “Pod  was  called 
in  and  basically  asked  to 
resign.  He  was  told:  ‘Can’t  use 
you  anymore,  you’re  not  going 
to  be  any  section  head,  do  you 
want  to  resign?”’ 

Responding  to  a  request  for 
information  about  the  circum¬ 
stances  of  his  resignation,  Pod¬ 
horetz  left  the  following  voice- 
mail  message  for  E&P: 

“Hi.  This  is  John  Podhoretz 


returning  your  call.  I 
don't  really  have 
anything  to  say, 
except  for  the  follow¬ 
ing:  Quote.  1  re¬ 
signed  as  editori¬ 
al-page  editor.  I  was 
burnt  out.  It  was  a 
wonderful  but  rough 
job,  and  I  am  very 
much  looking  for¬ 
ward  to  writing  for  a 
living.  Unquote.  End 
of  story. ...” 

One  of  his  colleagues  at  the 
Post  observed  that  Podhoretz's 
shortcoming  was  not  so  much 
what  he  said  or  wrote,  but  his 
failure  to  recognize  the  ramifi¬ 
cations  of  his  own  words.  This 
colleague  suggested  that  Pod¬ 
horetz’s  troubles  at  the  paper 
began  with  the  “infamous”  col¬ 
umn  he  wrote  in  July  after  the 
death  of  John  F.  Kennedy  Jr. 
That  column  was  yanked  from 
the  paper  after  the  first  edition. 


Former  W.y.  Post 
Editorial  Page  Edi¬ 
tor  John  Podhoretz 


briefs 

Belo  boosts  building 
of  a ‘media  foundry’ 

Belo  Interactive  Inc. 
announced  Dec.  8  an 
agreement  with  the  Sun- 
Netscape  Alliance  to  cre¬ 
ate  a  “media  foundry”  that 
will  build  the  next  genera¬ 
tion  of  media  management 
and  publishing  systems. 

The  products  and  ser¬ 
vices  developed  will  be 
used  by  various  media 
properties  of  Belo,  and  will 
be  commercially  marketed 
by  Sun-Netscape. 

“The  impact  of  the  Inter¬ 
net  on  the  media  industry 
is  obvious,  and  through  our 
media  foundry  collabora¬ 
tion,  we  have  a  terrific 
opportunity  to  jointly  devel¬ 
op  critical  areas  such  as 
content  management,  per¬ 
sonalization,  and  e-com¬ 
merce,”  said  Sun-Netscape 
Alliance  President  Mark 
Tolliver  in  a  statement. 

Belo  owns  a  number  of 
TV  stations  and  newspa¬ 
pers,  including  The  Dallas 
Morning  News  and  the 
Providence  (R.l.)  Journal. 

The  Sun-Netscape 
Alliance  is  a  partnership 
between  America  Online 
Inc.  and  Sun  Microsystems 
Inc. 

Judge  rules  in  S.F. 
news-rack  case 

In  the  latest  develop¬ 
ment  in  an  ongoing  case,  a 
federal  judge  upheld  a  San 
Francisco  publishers’  law¬ 
suit  challenging  a  city  news- 
rack  plan,  while  giving  the 
city  the  go-ahead  to  replace 
14,000  individual  racks  with 
1 ,000  modular  ones. 

The  city  says  the  exist¬ 
ing  racks  clog  streets  and 
pose  a  safety  hazard.  The 
publishers  claim  the  plan 
violates  the  First  Amend¬ 
ment  and  hurts  small 

Continued  on  Page  14 
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The  trouble  was  “less  the  reality  of  the 
column  and  more  the  fact  that  John  [Pod- 
horetz]  never  realized  how  bad  it  was,”  the 
colleague  said.  “1  think  that  set  the  wheels 
in  motion.  Everything  else  —  if  you’re 
sent  in  with  a  mandate  to  shake  things  up 
and  you  shake  things  up  —  while  staff 
people  involved  aren’t  very  happy,  there’s 
no  indication  that  executives  were  dis¬ 
pleased.” 

Other  sources  at  the  paper  believe  that 
“everything  else”  —  changes  Podhoretz 
made  starting  in  November  1998,  when  he 
took  on  responsibility  for  the  features  sec¬ 
tion  as  well  as  the  editorial  pages  —  also 
factored  into  his  eventual  loss  of  power. 

Within  a  matter  of  weeks,  the  features 
department  was  reworked  and  renamed. 
Free-lancers  were  let  go.  New  columnists 
were  brought  in  and  old  ones  reassigned. 
But  the  move  that  vexed  staffers  most  may 
have  been  swapping  the  physical  locations 
of  the  features  and  business  departments  so 
that  features  was  next  to  the  editorial-page 
department.  Thus  Podhoretz  created  a 
domain  known  from  that  day  forward  as 


the  Pod  Pod  —  from  which  a  revised  “Liv¬ 
ing”  section  emerged  in  December  1998. 

“[Podhoretz]  was  popular  with  some 
people,  not  with  others,”  said  one  staffer. 
“I  don’t  think  he  ruined  the  entertainment 
section;  a  lot  of  the  people  he  hired  are 
stars.  1  think  he  definitely  improved  the 
entertainment  section.” 

“The  section  was  very  chaotic,”  opined 
another.  “It  didn’t  work  like  clockwork;  it 
ran  like  a  broken  machine.  He  took  some¬ 
thing  that  was  fixed  and  broke  it.  The 
thing  that  infuriated  editors,  beyond 
watching  the  section  plummet,  was  that  he 
didn’t  spend  a  lot  of  time  there.” 

In  April,  the  department  was  split  in  two. 
Podhoretz  retained  control  of  the  arts  and 
culture  pages.  Vicky  Ward,  a  former  New 
York  correspondent  for  London’s  Daily 
Mail  whom  he  had  brought  in  as  his  deputy 
features  editor,  took  “Living.”  At  the  time. 
The  New  York  Observer  reported  Podhoretz 
saying  it  had  always  been  his  intention  to 
“step  back  once  [“Living”)  got  established. 
Because,  obviously,  I  had  a  lot  of  duties.” 

In  a  recent  e-mail  message  to  Chandler 


and  others,  Podhoretz  wrote  that  he  will 
take  up  his  new  role  Jan.  1  as  the  Post's 
chief  Op-Ed  columnist  on  the  2000  cam¬ 
paign  nationwide,  following  the  presiden¬ 
tial,  House,  and  Senate  races.  He  will 
work  on  a  book  about  the  election  for 
ReganBooks,  an  imprint  of  Murdoch’s 
HarperCollins  publishing  house,  and  also 
serve  as  a  consulting  editor  to  the  imprint. 
He’ll  continue  as  a  Fox  News  commenta¬ 
tor,  and  write  more  for  The  Weekly  Stan¬ 
dard,  to  which  he’s  a  contributing  editor. 

“So  he  has  all  these  supposedly  new  lit¬ 
tle  jobs  he’s  doing,”  scoffed  one  staffer. 
“But  basically  he’s  out  of  a  really,  really 
important  position  at  the  Post  after  wreck¬ 
ing  it.  ...  It  would  be  one  thing  if  he  were  a 
nice  guy,  if  he  at  least  had  a  good  personal¬ 
ity  and  would  give  you  the  time  of  day  — 
but  he  wouldn’t  give  you  the  time  of  day. 
He  really,  1  think,  had  somewhat  of  a  mean 
spirit.  I  don’t  think  he  treated  people  right. 
So  what  went  around  came  around. . . . 

“The  entire  staff’s  been  walking  around 
for  the  last  two  days  with  huge  grins  on 
their  faces.”  —  Ellen  Liburt 


Philly  mourns  loss  of  an  adopted  son 


While  cautioning  that  Phila¬ 
delphia  Daily  News  Senior 
Editor  W.  Russell  G.  Byers 
would  never  want  his  mur¬ 
der  to  become  a  signal  for  residents  to  aban¬ 
don  hope  for  Philadelphia,  an  editorial  in 
the  paper  following  his  demise  Dec.  4  cap¬ 
tured  the  effect  of  his  loss  on  an  entire  city; 

“A  man  who  used  his  wealth  and  influ¬ 
ence  to  make  people’s  lives  in  Phila¬ 
delphia  better  is  killed  by  some  lowlife 
thug  in  the  city’s  safest-seeming  commu¬ 
nity,  Chestnut  Hill.  Who  wouldn’t  feel 
rage  and  despair?  We  certainly  do.” 

Byers,  59,  and  his  wife  of  26  years,  Lau- 
rada  Beacham  Byers,  were  returning  from  a 
dinner  party  when  they  stopped  to  buy  four 
pints  of  Haagen-Dazs  ice  cream  at  a  conve¬ 
nience  store  a  few  blocks  from  their  home. 

A  man  came  “out  of  the  shadows,”  Lau- 
rada  Byers  said  later,  and  ordered  her  hus¬ 
band  to  hand  over  his  valuables.  Byers 
resisted,  attempting  to  lead  the  robber 
away  from  her,  and  the  man  plunged  a 
knife  into  his  heart  —  which,  by  all 
accounts,  was  more  than  large  enough  to 
power  his  imposing,  silver-haired  frame 
as  well  as  his  civic  impulses.  Byers  died 
before  his  wife  could  reach  his  side. 

Byers  was  bom  into  fortunate  circum¬ 


William  Russell  Grace  Byers 

stances  in  Pittsburgh.  His  great-grandfather 
founded  the  A.M.  Byers  Steel  company. 
The  “G.”  in  his  name  stood  for  Grace,  and 
came  from  his  mother,  a  member  of  the 
W.R.  Grace  family,  founders  of  the  global 
chemical  and  construction  prcxlucts  firm. 

A  graduate  of  Yale  University,  Byers 
worked  for  decades  in  government  service 
—  as  an  aide  to  U.S.  Sen.  Hugh  Scott, 
chief  of  staff  for  Philadelphia  Councilman 
W.  Thacher  Longstreth,  and  Philadelphia 
regional  administrator  for  the  U.S. 
Department  of  Housing  and  Urban  Devel¬ 
opment,  among  other  Jobs. 

Tim  Wirth,  who  subsequently  served 
Colorado  as  a  U.S.  representative  and  sena¬ 


tor,  shared  an  office  with  Byers  dur¬ 
ing  his  days  at  the  U.S.  Department 
of  Housing,  Education  and  Welfare. 
Wirth  told  the  Daily  News’  sister 
paper.  The  Philadelphia  Inquirer, 
“The  things  he  cared  about  he  just 
dived  into  with  an  enormous  eneigy 
and  enormous  love.” 

By  1988,  Byers’  enormous  love 
for  his  adopted  city  had  spurred  him 
to  become  a  Daily  News  columnist. 
By  ’92,  his  pungent  columns  were 
running  twice  a  week.  In  ’93,  he 
became  the  paper’s  business  editor, 
and,  a  year  later,  senior  editor.  At  the  time 
of  his  death,  his  columns  appeared  two  to 
four  times  a  week. 

With  his  extensive  command  of  the 
facts,  a  passionate  belief  that  private  enter¬ 
prise  could  often  solve  problems  better 
than  government,  and  boundless  optimism 
for  the  city,  Byers  tackled  subjects  ranging 
from  education  to  waste  in  municipal  gov¬ 
ernment  to  revitalizing  Philadelphia. 

Javier  Goode,  20,  has  been  arraigned  on 
murder  and  other  charges  in  Byers’  slaying. 

In  addition  to  his  wife,  Byers  leaves 
behind  a  daughter,  a  son,  two  sisters,  two 
brothers,  and  a  grandson  who  bears  his 
name.  —  Ellen  Liburt 
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Wyo.  judge  OKs  lifelong  gag  order 

‘MCKINNEY  PLEA’  MAY  BE  CITED  IN  CONTROVERSIAL  CASES  BY  MARK  FITZGERALD 


A  Wyoming  judge  has  signed 
a  controversial  and  apparent¬ 
ly  unprecedented  sentencing 
agreement  that  prevents  the 
convicted  killer  of  gay  college  student 
Matthew  Shepard  from  ever  discussing 
the  case  with  reporters. 

At  first  a  little-noticed  coda  to  the  high¬ 
ly  emotional  trial  of  one  of  the  two  men 
who  brutally  beat  Shepard  and  left  him  to 
die  tied  to  a  split-rail  prairie  fence,  the 
agreement  that  spared  Aaron  McKinney 
from  a  possible  death  penalty  has  alarmed 
increasing  numbers  of  Journalists  and 
civil-rights  activists  because  of  its  lifelong 
gag  order  on  McKinney,  his  public  de¬ 
fenders.  and  other  defense-team  members. 

“It's  unprecedented.  It’s  one  thing  to 
gag  the  lawyers  or  the  parties  during  an 
ongoing  proceeding  because  you’re  con¬ 
cerned  about  something  getting  out  in  the 
press.  But  after  it’s  over,  it’s  unthinkable 

McClatchy  names 
publisher  in  Raleigh 

It’s  a  new  era  of 
leadership  at  The 
News  &  Observ¬ 
er  in  Raleigh,  N.C. 

The  McClatchy  Co.- 
owned  daily  named 
Orage  Quarles  III, 
publisher  of  The  Mo¬ 
desto  (Calif.)  Bee 
and  secretary  of  the 
Newspaper  Associa¬ 
tion  of  America  (NAA),  as  its  new  pub¬ 
lisher,  effective  Jan.  3. 

Quarles’  selection  marks  a  couple  of 
firsts  for  the  newspaper:  He  is  its  first  pub¬ 
lisher  in  a  century  not  to  have  been  related 
to  or  picked  by  the  Daniels  family  and  the 
paper’s  first  African-American  publisher. 

He  takes  over  for  a  retiring  Fred  Crisp, 
who  has  been  with  The  News  &  Observer 
for  30  years,  the  last  three  as  publisher. 

Quarles,  48,  has  been  publisher  of  the 
Bee,  also  a  McClatchy  paper,  since  1996. 
He  joined  McClatchy  in  1993  as  publish¬ 
er  of  The  Herald  in  Rock  Hill,  S.C.,  fol¬ 
lowing  24  years  with  Gannett  Co.  Inc. 
Quarles  is  also  set  to  become  NAA  chair¬ 
man  in  200 1 .  —  Jason  Williams 
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to  not  let  the  direct  participants  talk  about 
this  very  important  case.  This  is  just 
bizarre,  unprecedented,  and  dangerous,” 
said  Leon  Friedman,  the  Hofstra  Univer¬ 
sity  law  professor  who  successfully  chal¬ 
lenged  the  constitutionality  of  New  York 
state’s  “Son  of  Sam”  law  in  1991. 

District  Judge  Barton  R.  Voigt,  who 
presided  over  the  murder  trial  of  the  22- 
year-old  McKinney,  signed  the  sentencing 
order  Nov.  12,  and  filed  it  six  days  later. 
The  order’s  filing  was  not  disclosed  until  a 
Dec.  9  article  by  Becky  Orr  in  the 
Cheyenne-based  Wyoming  Tribune- Eagle. 
“Mr.  McKinney  further  agrees  ...  to 
refrain  from  talking  to  any  news  media 
organizations  regarding  State  v.  McKin¬ 
ney,”  the  agreement  reads  in  part. 

Wyoming  Press  Association  Executive 
Director  Jim  Angell  said  newspapers  in 
the  state  are  worried  the  gag  order  could 
become  a  precedent  that  would  follow 
every  controversial  trial.  William  K. 
Dobbs,  a  New  York  lawyer  and  gay 
activist  who  has  been  publicizing  the  plea 
bargain,  called  the  gag  order  “a  violation 
of  the  public’s  right  to  know.  ...  1  sure 


States  can  pick  and  choose  who 
gets  access  to  police  records,  the 
U.S.  Supreme  Court  held  in  a  nar¬ 
row  ruling  Dec.  7  that  was  aimed 
at  commercial  data  services  —  but  sent  a 
chill  through  newspapers. 

By  a  7-2  vote,  the  high  court  revived  a 
1996  California  law  intended  to  protect  pri¬ 
vacy  by  denying  access  to  some  police 
information  if  a  business  intends  to  resell 
the  data  —  but  permitting  access  for  peo¬ 
ple  with  a  “scholarly,  journalistic,  political, 
or  governmental  purpose”  and  to  private 
investigators.  The  law  was  challenged  by 
United  Reporting  Publishing  Corp.,  which 
publishes  arrest  records  for  attorneys, 
insurance  companies,  alcohol  rehabilita¬ 
tion  centers,  and  others  with  a  business 
interest  in  arrestees.  A  U.S.  District  Court 
and  a  federal  appellate  court  in  San  Fran¬ 
cisco  declared  the  law  unconstitutional. 

In  its  decision,  the  Supreme  Court  said 
the  law  is  not  unconstitutional  on  its  face 
and  that  United  Reporting  has  the  option 


hope  this  is  challenged  and  overturned.” 

While  McKinney’s  lawyers  could  be  dis¬ 
ciplined  for  talking  about  the  case,  it’s  not 
clear  how  McKinney  himself  could  be  pun¬ 
ished  for  violating  the  gag,  said  Tribune- 
Eagle  Managing  Editor  D.  Reed  Eckhardt. 
“What  are  they  going  to  do  —  give  him 
another  life  sentence?”  Eckhardt  said  of 
McKinney,  who  received  two  life  sen¬ 
tences  as  a  result  of  the  agreement. 

The  sentencing  agreement  may  very  well 
have  the  ironic  effect  of  memorializing  the 
killer  of  Shepard,  said  Billie  Ruth  Edwards, 
interim  director  of  the  Wyoming  chapter  of 
the  American  Civil  Liberties  Union. 

Addressing  McKinney  in  court.  Matthew 
Shepard’s  father  Dennis  said  his  family 
approved  the  plea  bargain  so  “you  won’t  be 
a  symbol.  No  years  of  publicity,  no  chance 
of  a  commutation,  no  nothing  — just  a  mis¬ 
erable  future  and  a  more  miserable  end.” 

“Unfortunately  for  the  Shepards,  it  may 
be  that  he’s  going  to  become  much  more 
well-known,  like  Miranda.”  Edwards  said. 
“This  could  become  known  as  a  ‘McKin¬ 
ney  plea,’  and  his  name  will  live  on  for  a 
long,  long  time.”  ■ 


of  attempting  to  qualify  for  access.  Chief 
Justice  William  H.  Rehnquist  declared 
that  states  have  a  right  to  determine  how 
and  whether  to  give  access  to  information. 
“California  could  decide  not  to  give  out 
arrestee  information  at  all  without  violat¬ 
ing  the  First  Amendment.” 

That’s  exactly  what  worries  some  in  the 
newspaper  industry.  Tom  Newton,  general 
counsel  of  the  California  Newspaper  Pub¬ 
lishers  Association,  said  newspapers  in  the 
future  might  be  forced  to  decide  whether 
to  accept  access  denied  to  the  rest  of  the 
public  —  something  they  have  resisted  for 
decades  on  philosophical  grounds. 

“One  interpretation  of  the  ruling  might 
be  that  government  may  feel  free  to  dis¬ 
criminate,  allowing  access  to  certain  types 
of  businesses  while  withholding  it  from 
others,”  Newton  said.  “That  might  force 
us  to  make  some  very  difficult  choices 
when  the  Legislature  says,  ‘Look,  if  you 
don’t  like  it.  we’ll  just  foreclose  access  to 
everybody.’”  —  Mark  Fitzgerald 
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Time  marches  on 
for  Parade  group 

LEADER  PASSING  THE  BATON  IN  2000  BY  JOE  STRUPP 


After  a  22-year  reign  as  Parade 
Publications’  driving  force. 
Carlo  Vittorini  announced  last 
week  he  will  step  down  from  his 
post  as  chairman,  publisher,  and  CEO  of  the 
magazine  group  early  next  year.  His  retire¬ 
ment  follows  an  era  when  national  Sunday 
magazines  became  more  popular  and  com¬ 
petitive  than  ever. 

“I’m  jumping  up  and  down  with  a  huge 
smile  on  my  face,  but  also  one 
hand  on  a  handkerchief,” 

Vittorini  told  E&P  as  he 
expressed  his  mixed 
emotions  about  leaving. 

“1  figure  it  is  time  to 
share  some  of  the 
rewards.” 

S.I.  Newhouse,  chair¬ 
man  of  Parade's  parent 
company.  Advance  Pub¬ 
lications  Inc.,  said  Vit¬ 
torini  will  leave  his  post 
on  Feb.  28  —  Vittorini ’s 
71st  birthday  —  and  will  be 
replaced  by  Walter  Anderson. 

Parade  editor  and  Parade 
Publications  executive  vice 
president. 

Vittorini’s  two  decades  at  Parade's 
helm  capped  a  publishing  career  of  about 
50  years  that  included  stints  in  sales  and 
marketing  at  the  Saturday  Evening  Post 
and  Look  magazine,  along  with  service  as 
publisher  of  Redhook.  Since  Vittorini  took 
over  Parade  in  1977,  the  magazine’s  circu¬ 
lation  climbed  from  20  million  to  37  mil¬ 
lion.  with  ad  revenues  skyrocketing  from 
$150  million  to  more  than  $500  million. 

“We  had  some  very  basic  goals,  and  it 
began  with  improving  the  product,  intel¬ 
lectually  and  physically,”  Vittorini  said 
about  his  tour  of  duty.  “There  was  a  need 
to  improve  newspaper  relations,  and  we 
did.  The  ad  revenue  came  with  it.” 

At  the  same  time,  the  Sunday  magazine 
business  as  a  whole  has  become  more 
competitive  as  rival  USA  Weekend  and 
other  weekend  supplements  grow  and 
continue  to  bite  into  the  market. 

“Some  of  the  things  that  are  going  on 
now  are  very,  very  exciting,”  said  Vittorini. 
Newhouse  said  the  company  is  losing  a 


valuable  commodity  in  Vittorini,  but 
believes  Anderson  can  do  the  job. 

“Carlo’s  contributions  to  Parade  have 
been  numerous,”  Newhouse  said  in  a 
statement.  “Walter  is  an  editor  of  great 
distinction  with  overall  knowledge  of 
Parade's  operations.” 

Unlike  Vittorini,  Anderson  rose  to  the 
top  through  the  editorial  ranks.  Starting  as 
a  reporter  at  the  former  Reporter-Dispatch 


in  White  Plains,  N.Y.,  Anderson  eventually 
reached  the  post  of  editor  and  general  man¬ 
ager  there  and.  later,  went  on  to  similar  jobs 
at  several  nearby  papers. 

Anderson.  55,  joined  Parade  Publications 
as  a  senior  editor  in  1977,  became  managing 
editor  in  1978.  editor  in  1980,  and  added  the 
title  of  executive  vice  president  in  1996.  He 
said  he  had  no  immediate  plans  for  great 
changes  or  redirection  of  Parade,  but  said  it 
must  focus  on  the  needs  of  both  readers  and 
its  client  newspapers. 

“There  is  nothing  to  fix,”  Anderson  told 
E&P.  “I  am  going  to  continue  to  encourage 
finding  ways  to  serve  newspapers.  But, 
structurally,  1  don’t  have  plans  to  change.” 

Anderson  asked  newspaper  publishers 
and  editors  to  let  him  know  what  they  need 
from  Parade  and  what,  if  any,  changes  or 
improvements  they’d  like  to  see.  “1  want  to 
understand  what  some  of  their  challenges 
are,”  Anderson  said.  “There  may  be  new 
ways  where  we  can  help.” 

Anderson  said  he  plans  to  take  between 
two  and  six  months  to  find  a  new  editor.  ■ 
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JANUARY 

13- 15  NAA  Co-op  Orientation  and  Train¬ 
ing  Workshop,  Newspaper  Association  of 
America,  Sumner  Suites  Hotel  Riverwalk, 
San  Antonio 

14- 15  Investigative  Reporters  and  Edi¬ 
tors  Regional  Conference,  Investigative 
Reporters  and  Editors,  National  Press 
Club,  Washington 

23- 28  “SuperConference  2000,”  NAA 
Newspaper  Operations  Conference, 
Newspaper  Association  of  America, 
Fontainebleau  Hilton,  Miami  Beach,  Fla. 

FEBRUARY 

3- 5  ICC  2000,  Intercultural  Communica¬ 
tions  Conference,  University  of  Miami 
School  of  Communications,  University  of 
Miami,  Coral  Gables,  Fla. 

9-12  E&P's  11th  Annual  Interactive 
Newspapers  Conference  and  Trade  Show, 
Editor  &  Publisher,  Hyatt  Regency  New 
Orleans/Ernest  N.  Morial  Convention  Cen¬ 
ter,  New  Orleans 

24- 25  The  2000  Newspaper  Advertising 
Conference  and  Expo;  Building  Customer 
Relationships,  World  Association  of  News¬ 
papers,  Centro  Affari,  Florence,  Italy 

24-25  AAF  “25  Most  Promising  Minority 
Students,”  American  Advertising  Federa¬ 
tion,  Waldorf-Astoria,  New  York 

MARCH 

1-3  AAAA  Media  Conference,  American 
Association  of  Advertising  Agencies,  Dis¬ 
ney’s  Contemporary  Resort,  Orlando,  Fla. 

8-11  SNA  Spring  Publishers  Conference, 
Suburban  Newspapers  of  America,  Westin 
Resort,  Maui,  Hawaii 

12-15  lAPA  Mid-Year  Meeting,  Inter 
American  Press  Association,  Fiesta  Ameri¬ 
cana  Coral  Beach,  Cancun,  Mexico 

16- 18  IFPA  Spring  Conference,  Indepen¬ 
dent  Free  Papers  of  America,  KonKai  Con¬ 
tinental  Plaza  Resort,  San  Diego 

17- 20  National  Collie  Media  Spring  Con¬ 
vention,  College  Media  Advisers/Columbia 
Scholastic  Press  Association,  Marriott  Mar¬ 
quis,  New  York 

APRIL 

4- 7  NIE  (Newspapers  In  Education)  2000 
Conference,  Newspaper  Association  of 
America  Foundation,  TBA,  New  York 

Note:  To  list  events,  please  fax  to  Calendar  Editor 
at  (21 2)  691 -7287. 

Additional  information  about  these  and 
future  events  can  be  found  at 
http://wvvw.mediainfo.com/ephome/ 
events/eventshtm/calendar99.htm 
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The  best  of  enemies 


S.F.  INDEPENDENT  RmS  UNUSUAL  ADS  REGARDING 
LOCAL  DISTRICT  ATTORNEY  RACE  BY  JOE  STRUPP 


When  San  Francisco  district 
attorney  candidate  Bill 
Fazio  believed  he  could  no 
longer  get  fair  coverage 
from  the  San  Francisco  Independent,  he 
didn’t  file  a  lawsuit  or  demand  correc¬ 
tions. 

He  simply  bypassed  the  editors  and 
took  his  case  straight  to  the  community 
newspaper’s  readers. 

In  an  unusual  move,  the  Independent 
—  which  has  run  dozens  of  stories  in 
recent  years  calling  Fazio  everything  from 
a  liar  to  an  incompetent  prosecutor  — 
published  a  full-page  Fazio  ad  that  basi¬ 
cally  told  readers  not  to  believe  what  they 
read  in  the  newspaper. 

“Don’t  be  fooled  by  the  Independent^ 
the  $6,100  ad  screamed  in  bold  lettering 
in  the  paper’s  Dec.  7  issue.  “This  newspa¬ 
per  is  a  tool  of  the  [incumbent  District 
Attorney]  Terence  Hallinan  campaign.” 
The  ad  went  on  to  accuse  the  thrice-week- 


Post-cartoon  donation 
rejected  by  Texas  A&M 


ly  publication  of  failing  to  mention  Fazio 
endorsements  from  political  leaders, 
making  unfair  attacks  on  his  record  as  a 
20-year  prosecutor,  and  having  ques¬ 
tionable  ties  to  his  opponent. 

Ellie  Schafer,  Fazio’s  campaign  man¬ 
ager,  said  the  ad  was  a  good  campaign 
move  for  her  client,  whom  she  believes 
has  received  distorted  coverage  from  the 
Independent.  “It  can  only  help,”  said 
Schafer,  who  added  that  she  was  sur¬ 
prised  the  newspaper  would  run  the  ad. 

Independent  Publisher  Ted  Fang, 
who  is  known  in  the  city  for  his  fierce 
political  support  of  candidates  and 
issues,  said  he  found  the  Fazio  ad  unusu¬ 
al,  but  believes  in  giving  all  political  sides 
a  chance. 

“We  don’t  censor,”  said  Fang. 

But  the  story  doesn’t  end  there.  Although 
Fang  was  glad  to  sell  Fazio  space  to  vent  his 
anger  at  the  Independent,  the  publisher  also 
wanted  to  counter  the  candidate’s  charges  of 
biased  reporting.  So  Fang  printed  his  own, 
full-page,  house  ad  right  next  to  Fazio’s. 

“Nothing  more  clearly  demonstrates 
why  Mr.  Fazio  must  not  be  elected  to  pub¬ 


lic  office  than  his  letter  he  has  written  to 
Independent  readers.”  the  house  ad  stated. 
“In  this  election,  the  Independent  is  not 
the  issue.  Fazio’s  record,  integrity,  and 
abilities  are.” 

San  Francisco  voters  will  go  to  the  polls 
Dec.  14  to  vote  for  district  attorney.  ■ 


Strupp,  associate  editor  for  E&P,  is  a 
former  reporter  for  the  San  Francisco 
Independent. 


Texas  A&M  University  turned  down 
$10,000  The  Arizona  Republic  sent  after 
publishing  a  controversial  editorial  cartoon. 

University  President  Ray  Bowen  wrote 
the  Phoenix  daily  to  say  the  contribution  for 
the  accident’s  victim  fund  was  “a  calculat¬ 
ed  effort  to  manage  the  public-relations 
problem  now  confronting  your  newspaper,” 
according  to  a  Dec.  8  Republic  story. 

Republic  Editorial  Page  Editor  Keven 
Willey  said  the  donation  “was  a  token  of 
our  sincerity”  that  wasn’t  “inappropriate.” 

Steve  Benson’s  Nov.  19  “Texas  bonfire 
traditions”  cartoon  showed  a  burning 
Branch  Davidian  compound  in  Waco,  a 
burning  cross  in  Jasper  (where  a  black  man 
was  dragged  to  death),  and  logs  from  the 
Texas  A&M  tragedy  (E&P,  Nov.  27,  p.  2). 

Readers,  many  of  them  Texans  who  saw 
the  cartoon  on  the  Republic  Web  site, 
protested  via  a  torrent  of  e-mail  messages 
and  phone  calls  that  eventually  surpassed 
8,000.  The  Republic  pulled  the  cartoon 
Nov.  22  and  apologized,  saying  the  three 
tragedies  shared  “no  meaningful  linkages.” 
Benson  saw  linkages  because  the  events  all 
“caused  needless  deaths.”  —  Dave  Astor 


Adiosa  la  Voz... 


The  Sacramento  (Calif.)  Bee 
folded  its  Spanish-language 
weekly  La  Voz  on  Thanksgiving 
Day  after  26  financially  drain¬ 
ing  months. 

“We  had  significant  losses.  We  just 
couldn’t  generate  the  advertising  rev¬ 
enue,”  said  Steve  Bernard,  the  Bee's  vice 
president  of  sales  and  marketing. 

La  Voz  (The  Voice)  never  overcame  a 
huge  blow  to  its  marketing  plan  when  it 
was  just  2  months  old,  Bernard  said.  The 
tabloid  was  begun  as  a  joint  venture 
between  the  Bee  and  Silverado  Broad¬ 
casting  Co.,  which  operated  nine  local 
radio  stations,  seven  of  them  Spanish-lan¬ 
guage.  “We  were  counting  on  the  cross¬ 
selling  and  cross-promoting  oppor¬ 
tunities,”  Bernard  said.  But  in  December 
1997,  Silverado  was  sold,  and  the  Bee 
continued  the  pajjer  alone. 

“It  was  a  very  difficult  decision,  very 


difficult.  We’re  committed  to  the  Hispan¬ 
ic  community,  so  this  action  was  not 
taken  quickly,”  Bernard  said.  The  paper 
was  delivered  to  20,000  households,  with 
another  8,000  copies  were  distributed  in 
news  racks.  Its  10  employees  will  be 
offered  jobs  at  the  Bee  or  its  Neighbors 
community  newspapers. 

La  Voc’s  demise  was  no  surprise  to  Bill 
Larenas,  editor  and  publisher  of  El  His- 
pano,  a  20,000-free-distribution  bilingual 
broadsheet  weekly.  He  said  the  expen¬ 
sively  produced  paper  never  seemed  to 
attract  advertisers  beyond  the  limited 
local  retail  market. 

“We’ve  been  doing  this  for  31  years 
and  have  deep  roots  in  the  community,” 
Larenas  said.  “We  have  seen  many, 
quote,  newspapers  coming  in  and  going 
out.  La  Voz  was  just  another.  The  only 
difference  was,  it  was  a  Goliath.” 

—  Mark  Fitzgerald 
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WARNING 

THIS  COMIC  STRIP 
CONTAINS  VO /W/NVUS* 


/ntroc/ocTn^ 


RX/eteS 


They’re  y(ower  +Mao  y^eec/Fn^  boHe^st 
^owerfci(  +^an  (ocoMotVes^ 

They’re  ro^er^eroer? 
theyVe...  SoierZeroy: 

\^\yfcWy^>JKV  ,  Pulitzer  Prize-winning  editorial  cartoonist  for 
The  Atlanta  Journal-Constitution,  storms  onto  the  comics  pages 
with  a  new  comic  strip  about  two  caped  crusaders. 

Mar»(v  Man  and  (tha+’r  t^eiv»^  live  in  a  secret  lair 

(OK,  so  i+’s  ready  their  bother’s  haseiv»er)tjand  fight  some  of 
the  most  unusual  villains  around. 

H\\V;tWy,cN\cV’s  irrepressible  imagination  brings  these 
two  lovable  losers  to  life  in  Suf>€rZeros,  which  is  taking  off 
faster  than  a  runaway  train. 

SuperZeros  launches  January  3,  2000.  Clall  your  TMS 
representative  for  rates  and  availability  at  800-245-6536. 

See  samples  at  www.tms.tribune.com. 

By  the  way,  in  case  you  rvtJsse^  it, 

thi5  cowic  5+rip  is  the  hralnchi(^  of  Mike  Luc(<oyich. 


■  is  . 

4£mi0ccdLii 


435  N.  Michigan  Avenue,  Suite  1 500 
Chicago,  IL  6061 1 


*  But  if  you  tuv  thiJ  feature  an<#  want  anTn>a(r,  can  throw  some  Tn* 


Tampa/St.  Pete 
divide  debatable 


Resolved:  The  St.  Petersburg  (Fla.)  Times 
should  host  a  presidential  debate  in  Tampa. 

Arguing  for  the  affirmative  is  the  Times,  the 
only  news  organization  among  the  dozen  finalists 
to  host  one  of  the  three  presidential  debates  in 
2()(X).  The  Times  is  proposing  two  sites,  the 
Bayfront  Center  in  St.  Petersburg  or  the  campus 
of  the  University  of  South  Florida,  right  in  the 
hometown  of  its  cross-bay  rival  Tampa  Tribune. 

Tribune  Publisher  Reid  Ashe  said  he’s  not 
obsessed  about  the  proposal,  but  he  has  let  the 
Commission  on  Presidential  Debates  know  that. 


if  the  candidates  meet  in  Tampa,  his  paper  should 
be  involved.  “One  site  is  in  our  community,  and 
one  is  in  theirs,  so  1  wrote  them  that  if  you  do 
choose  to  do  the  event  in  Tampa,  we  would  want 
to  help  out  in  any  way  we  can,”  Ashe  said. 

Jeanne  Grinstead.  the  Times  assistant  manag¬ 
ing  editor/projects,  said  Tampa  Bay  is  all  one 
community  and  that,  anyway,  the  paper  wants 
the  debate  for  civic  and  not  competitive  reasons. 

Four  years  ago,  the  Times  was  chosen  as  a 
host  for  a  1996  presidential  debate.  Because  of  a 
last-minute  scheduling  snag,  it  ended  up  with 
the  vice  presidential  debate  instead  —  in  St. 
Petersburg’s  Bayfront  Center.  “After  the  last 
debate,  the  producers  said  it  was  the  perfect 
debate  site,”  Grinstead  said. 

When  it  comes  to  presidential  debates, 
talk  isn’t  cheap.  “It’s  a  very  personnel-  and 
labor-intensive  task.  You  just  can’t  come  in, 
turn  on  the  lights,  and  put  up  some  bunting,” 
said  Janet  Brown,  executive  director  of  the 
debate  commission. 

The  traveling  debate  set  alone  rents  for 
$100,000.  If  the  Times  is  selected,  it  will 
have  to  fork  over  $550,(KK)  to  the  commis¬ 
sion.  Brown  said.  That’s  Just  the  start, 
according  to  the  Times,  which  has  lined  up 
four  co-sponsors  but  will  be  paying  the  most. 
“A  presidential  debate  can  easily  cost  $1  mil¬ 
lion,”  Grinstead  said.  —  Mark  Fitzgerald 


QUOTE  OF  THE  WEEK 

[THE  TASINI 
VS.  NEW  YORK 
TIMES  CO. 
DECISION]  COULD 
POTENTIALLY 
DESTROY  ALL 
ELECTRONIC 
RESEARCH 
ABILITY. 


Eric  Bergner, 
new-media  attorney 
Moses  &  Singer  LU* 

(p.26) 


‘Mayor  Loco’  loses  suit 

During  Xavier  Suarez’s 
tumultuous  1 1 1  days  as  Miami 
mayor.  The  Miami  Herald 
columnist  Carl  Hiaasen  hung  a 
nickname  on  Suarez  that 
gained  national  currency: 
“Mayor  Loco.”  Suarez  sued  in 
September,  charging  that 
Hiaasen’s  descriptions  of  him 
as  “deranged.”  “crazy,”  and 
“paranoid”  were  part  of  a  con¬ 
spiracy  by  the  Herald  to  hurt 
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his  political  and  legal  career. 

But  now  a  judge  has  ruled 
that  Suarez’s  lawsuit  is  —  to 
use  another  description  that 
appeared  in  a  Hiaasen  column 
—  loony.  Florida  Circuit  Court 
Judge  Amy  Dean  threw  out  the 
lawsuit  Dec.  2,  saying  the 
columnist’s  comments  were 
protected  opinion.  She  also  dis¬ 
missed  defamation  allegations 
against  former  Political  Editor 
Tom  Fiedler  and  investigative 


reporter  Manny  Garcia,  whom 
Suarez  claimed  deliberately 
misquoted  him. 

Tax  ads  flop 

In  1995,  Wyoming  state  leg¬ 
islators  tried  to  discourage 
high  increases  in  local  proper¬ 
ty  taxes  by  requiring  towns  to 
take  out  newspaper  ads  when 
they  raised  the  levies  over  a 
certain  percentage.  Now  the 
same  legislators  are  talking 


about  repealing  the  law. 

So  are  Wyoming  papers  lob¬ 
bying  to  preserve  their  windfall 
ad  revenue? 

Not  really,  says  Wyoming 
Press  Association  Executive 
Director  Jim  Angell.  It  turns 
out  in  four  years  not  a  single  ad 
has  ever  been  bought.  “This  is 
one  of  those  things  that  sound¬ 
ed  like  a  good  idea  at  the  time,” 
Angell  said. 

—  Mark  Fitzgerald 
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newsbriefs 


Continued  from  Page  5 

S.F.  seeks  to  block 
Chronicle  sa\e 

The  San  Francisco  Board 
of  Supervisors  is  calling  for 
legal  action  to  block  the  sale 
of  the  San  Francisco  Chroni¬ 
cle  to  the  parent  of  the  San 
Francisco  Examiner,  over  the 
objections  of  both  papers’ 
unions. 

The  board  passed  a  resolu¬ 
tion  Dec.  6  calling  on  the 
state  attorney  general  and 
city  district  attorney  to  look 
into  the  proposed  sale  to  the 
Hearst  Corp.  The  sale  is 
pending  approval  by  the  U.S. 
Justice  Department,  which  is 
still  investigating  the  deal. 

The  Chronicle  reported 
that  union  leaders  represent¬ 
ing  2,600  workers  told  the 
city  that  prolonging  the  sale 
could  endanger  Hearst’s 
guarantee  to  hire  all  union 
employees  if  the  Examiner  is 
folded  into  the  Chronicle,  as 
is  widely  expected. 

Convict  councilman 
will  not  be  charged 

Federal  prosecutors  will 
not  press  charges  against  a 
Jackson,  Miss.,  city  council¬ 
man  who  was  accused  of 
paying  someone  to  toss  burn¬ 
ing  bottles  of  gasoline  into 
the  black-owned  Jackson 
Advocate  newspaper. 

Louis  Armstrong,  who  is 
currently  serving  jail  time  on 
federal  bribery  and  extortion 
charges,  had  been  accused  of 
paying  $500  to  the  alleged 
arsonist  to  torch  the  offices. 

College  paper  forced 
to  hand  over  notes 

A  Sacramento,  Calif., 
judge  last  week  ordered  the 
editors  of  the  California  State 
University  at  Sacramento 
college  newspaper  to  hand 
over  unpublished  notes  and 
photographs  of  a  campus 
arrest,  or  face  jail,  according 
to  The  Sacramento  Bee. 

The  Bee  reported  Dec.  4 
that  David  Sommers,  the  24- 
year-old  editor  of  the  State 


Hornet,  is  being  ordered  to 
surrender  the  material  as 
part  of  a  case  against 
Gustavo  Chavez,  who  was 
arrested  in  September  at  a 
campus  football  game. 
Chavez  faces  misdemeanor 
charges  of  resisting  arrest 
and  battery  upon  a  police 
officer  stemming  from  a  dis¬ 
turbance  in  the  football  sta¬ 
dium  bleachers. 

Chavez’s  attorney,  Lisa  M. 
Franco,  said  she  needs  the 
reporter’s  material  to  help 
prepare  his  defense.  Som¬ 
mers  said  he  was  told  he  had 
until  Dec.  18  to  cooperate. 

Big  production 
at  Journal  Sentinel 

The  Milwaukee  Journal 
Sentinel  will  spend  up  to 
$106.6  million  on  a  new 
newspaper  production  facili¬ 
ty  in  nearby  West  Milwau¬ 
kee,  which  company 
executives  claim  will 
improve  the  newspaper  and 
expand  its  pages. 

Keith  Spore,  Journal  Sen¬ 
tinel  Inc.  president,  said  the 
new  presses  will  begin 
rolling  in  Ifi  years,  and  will 
give  the  publication  sharper 
text,  graphics,  and  pho¬ 
tographs.  “This  is  truly  a  vote 
of  confidence  in  our  future,” 
he  said. 

Newspaper  officials  said 
the  new  presses  will  operate 
more  efficiently,  save  money, 
and  allow  the  production  of 
more  sections  with  color  for 
advertising  and  news. 

The  new  435,000-square- 
foot  facility  will  be  built  on 
41  acres. 

Globe  no  longer 
Taylor-made 

Benjamin  B.  Taylor 
resigned  as  board  chairman 
of  The  Boston  Globe  last 
week,  ending  1 26  years  of 
Taylor  family  leadership  at 
the  newspaper,  officials  said. 

After  accepting  Taylor’s 
resignation  Dec.  7,  the  board 
elected  Richard  H.  Gilman  to 


replace  him  as  of  Jan.  13. 

Gilman  previously 
replaced  Taylor  as  publisher 
in  July.  The  Boston  Globe  is 
owned  by  the  New  York 
Times  Co. 

Tbe  Republic  sues 
over  math  scores 

The  Arizona  Republic  is 
suing  the  Arizona  Board  of 
Education,  demanding  that 
the  state  department  give  full 
access  to  the  AIMS  Test, 
which  was  given  to  high- 
school  sophomores  last 
spring. 

Concerns  arose  over  the 
test  after  results  showed  that 
only  1 1  %  of  those  tested  met 
the  minimum  requirements 
in  math. 

Swift  Newspapers 
buys  Colorado  pubs 

Reno,  Nev.-based  Swift 
Newspapiers  picked  up  the 
Aspen  Times  and  its  sister 
Glenwood  Independent  in  an 
asset  sale,  strengthening  its 
Colorado  presence.  Family- 
owned  Swift  already  owns 
the  Vail  Daily,  Summit  Daily 
News  in  Frisco,  and  Greeley 
Daily  Tribune. 

The  sale  includes  the  1 18- 
year-old  Aspen  Times  Weekly, 
with  a  paid  circulation  of 
7,300. 

The  papers  were  sold  by 
Full  Court  Press  Ltd.,  owned 
by  a  group  of  Aspen  resi¬ 
dents.  The  Aspen  Times  was 
launched  in  1988  and  has  a 
free  daily  distribution  1 2,000 
to  1 5,000.  The  Glenwood 
Independent,  free  daily  dis¬ 
tribution  8,000  to  10,000, 
was  launched  10  years  later. 

Steve  Klinger  of  W.B. 
Grimes  &  Co.  represented 
Full  Court  in  the  sale,  whose 
terms  were  not  disclosed. 

Journalists’  groups 
figbt  British  blockade 

The  Society  of  Profession¬ 
al  Journalists  and  the 
Reporters  Committee  for 
Freedom  of  the  Press  have 


joined  forces  to  oppose  an 
effort  by  federal  officials  to 
withhold  release  of  a  British 
document  by  deeming  it  clas¬ 
sified  material. 

The  two  press  associations 
filed  a  friend-of-the-court 
brief  Nov.  1 9  in  the  case  of 
Weatherhead  vs.  United 
States.  In  the  case,  the  U.S. 
Justice  Department  has  asked 
the  U.S.  Supreme  Court  to 
endorse  the  classification  of  a 
letter  from  the  British  govern¬ 
ment  concerning  the  extradi¬ 
tion  of  two  British  citizens 
who  face  criminal  charges. 

LA.  r/znes  accused 
of  software  theft 

A  Northern  California 
company  has  accused  the  Los 
Angeles  Times  of  pirating  a 
$2,000  software  program 
designed  for  journalists, 
claiming  the  theft  has  cost  the 
company  millions  of  dollars 
in  lost  revenue,  according  to 
the  San  Francisco  Examiner. 

CE  Engineering  Publishing 
Systems  Inc.  of  Loomis, 

Calif.,  filed  suit  Oct.  26  in  fed¬ 
eral  court  seeking  $5.4  million 
in  damages.  The  suit  alleges 
copyright  infringement,  theft 
of  trade  secrets,  and  unfair 
competitive  practices.  LA. 
Times'  officials  declined  to 
comment  on  the  pending  liti¬ 
gation. 

Ferraro  and  Ingraham 
to  write  NYTS  columns 

Former  congresswoman 
and  vice  presidential  candidate 
Geraldine  Ferraro  and  political 
commentator  and  author  Laura 
Ingraham  are  writing  alternate 
columns  about  the  2000  presi¬ 
dential  race  for  the  New  York 
Times  Syndicate,  officials  said 
last  week. 

Syndicate  executives  said 
the  columns  are  part  of  the 
“Campaign  Countdown” 
coverage  and  will  be  present¬ 
ed  on  alternating  weeks. 

—  Reported  and  written 
by  Lucia  Moses 
and  Joe  Strupp 
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HONORING  EXCELLENCE  IN  NEWSPAPER  MARKETING 


E&P/INMA  AWARDS 


2000  CALL  FOR  ENTRIES 


Hurryl  Entry  Deadline  is  February  1 ,  2000! 


Enter  your  best  newspaper  marketing  efforts  of  1999! 
Open  to  all  newspapers;  Daily,  weekly,  paid  or  free. 


Awards  are  presented  in  four  circulation  groups  in  each  of 
the  17  categories  including  in-paper,  printed  materials,  out¬ 
side  media,  and  other  products  and  programs. 


Winners  will  be  announced  and  awards  presented  on 
May  25,  2()(X)  at  the  Fairmont  Hotel,  New  Orleans, 
Louisiana,  USA,  during  the  70"’  annual  INMA  World 
Congress  of  Newspaper  Marketing. 


For  complete  details 

The  Call  for  Entries  and  entry  forms  have  been  mailed.  If  you  did 
not  receive  yours  and  would  like  to  enter  the  competition,  contact ... 

INMA:  (Ask  for  Maria  Edwards) 

•  Tel:  (214)  373-91 1 1  •  Fox.-  (214)  373-91 12 

•  E-mail:  edwards@inmaoig 

•  Web:  www.inma.otg/marketingawaids.html 

E&P:  (Ask  for  Larry  Bumagiel) 

•  Tel:  (212)  6754380,  exL  150  •  Fax:  (212)  929-1259 
•  E-mait  lanyb@mediainfo.com 


Fourthestate 

By  Lucia  Moses 

Newspapers,  present  and  future: 
Good  in  1999!  Better  in  2000? 


One  year  ago,  the  mood 
among  newspaper  execu¬ 
tives  was  somber,  as  ad  rev¬ 
enue  growth  was  predicted 
to  slow  in  the  coming  year. 
Prognosticators  have  since  torn  up 
those  forecasts  and  raised  their  estimates 
for  1999,  while  newsprint  prices  dropped 
below  expectations.  And  so,  despite  the 
absence  of  elections  or  Olympics  to  drive 
ad  spending,  the  year  is  shaping  up  to  be  a 
strong  one  for  newspaper  companies. 

At  dueling  media  investors’  conferences 
hosted  by  PaineWebber  and  Donaldson, 
Lufkin  &  Jenrette  (DU)  in  New  York  last 
week,  some  of  the  nation’s  biggest  news¬ 
paper  publishers  boasted  they  would  beat 
earnings  estimates  for  the  year  while 
announcing  ambitious  goals  for  next  year. 

Knight  Bidder  CEO  P.  Anthony  Bidder 
summed  up  the  feelings  of  many  in  the 
industry  when  he  told  investors  at  DLJ’s 
confab,  "The  newspaper  business  is  strong, 
and  it’s  particularly  strong  right  now.” 

At  Knight  Bidder,  the  second-largest 
U.S.  newspaper  group  in  terms  of  circula¬ 
tion.  ad  revenues  are  up,  classified  rev¬ 
enues  are  improving,  and  Internet  rev¬ 
enues  are  growing,  he  said. 

Bidder  said  the  company  expects  to 
beat  the  analysts’  consensus  eamings-per- 
share  estimate  of  $3.26  for  1999.  Profit 
margins  should  reach  18.5%  this  year  and 
top  20%  next  year,  he  said. 

Gannett  Co.  Inc.,  the  top  company  in 
terms  of  circulation,  said  it  expects  to  finish 
1999  with  a  14%  increase  in  earnings,  bet¬ 
ter  than  it  projected  a  year  ago.  Driving  the 
growth:  stronger-than-expected  results  at  its 
newspapers,  including  strong  performances 
at  USA  Today  and  The  Detroit  News. 

In  2(XX),  Gannett  expects  newspaper  ad 
revenues  to  be  up  2%  to  4%,  led  by  clas¬ 
sifieds.  and  circulation  flat  to  up  1%.  As 
its  papers  continue  to  convert  to  narrower 
web  widths,  the  group  anticipates  a  5%  to 
7%  savings  on  newsprint  usage. 

In  a  turnaround  from  last  year.  Times 
Mirror  Co.  executives  were  ebullient.  In  a 
year  of  more  than  20%  eamings-per-share 
growth,  the  once-stagnant  flagship  Los 


Angeles  Times  improved,  the  company’s 
East  Coast  newspapers  showed  record 
results,  and  the  company  decided  to  shed 
its  sputtering  units.  Look  for  another  year 
of  double-digit  EPS  growth  in  20(X),  with 
revenues  rising  6%  to  7%,  CEO 
Mark  H.  Willes  said. 

Strong  national  cate¬ 
gory  growth  powered 
a  7%  increase  in  ad 
revenues  at  the  LA. 

Times  in  1999,  and 
the  paper  increased 
its  daily  circulation 
1%  in  the  six 
months  ended  Sept. 

30,  Publisher  Kath¬ 
ryn  M.  Downing  said. 

For  2000,  she  plans  to 
grow  daily  circulation  by 
3.7%,  partly  by  competing 
aggressively  for  readers  in 
Orange  County  and  the  Inland  Empire, 
the  fast-growing  region  east  of  Los 
Angeles. 

A  strong  advertising  outlook  for  the 
fourth  quarter  also  led  The  Wall  Street 
Journal's,  parent  Dow  Jones  &  Co.  Inc.  to 
up  its  earnings  forecast  for  the  quarter. 

CEO  Peter  Kann  reported  earnings  per 
share  were  up  20%  for  the  first  nine 
months  of  the  year,  passing  its  year-ago 
target  of  at  least  10%  per  year,  and  the 
company  expects  a  similar  performance 
next  year. 

In  1999,  the  company  settled  a  months- 
long  labor  battle  and  struck  deals  for  new 
products  to  extend  its  brand.  The  Journal's 
online  edition,  wsj.com,  has  topped  the 
350,000-paid-subscription  mark,  and  Inter¬ 
net  revenues  topjjed  $100  million  in  1999. 

Next  year,  newsprint  prices  are  likely 
to  go  up,  but  rising  ad  revenues  are 
expected  to  offset  the  increase. 

Leading  ad  forecaster  Bobert  J.  Coen 
predicted  national  marketers,  the  summer 
Olympics,  and  election  spending  will 
push  along  ad  spending  at  an  8.3%  clip  in 
2000,  up  from  6.8%  in  1999.  Media  com¬ 
panies  with  broadcast  holdings  especially 
stand  to  benefit. 


Publishers  spent  with  abandon  on  their 
online  operations  in  1999,  and  plan  to  do 
more  of  the  same  next  year. 

In  a  typical  example,  Washington  Post 
Co.  President  Alan  Spoon  bragged  to 
investors,  “We’re  pouring  money 
into  our  Internet  business.” 
He  said  the  company  will 
incur  $100  million  in 
related  charges  next 
year,  adding.  “This 
isn’t  the  time  for 
neatness  in  In¬ 
ternet  models.” 

And  while  some 
companies  are 
breaking  out  their 
Internet  operations 
into  separate  units,  they 
said  it  was  too  early  to 
think  about  taking  them  pub¬ 
lic,  as  some  Wall  Street  analysts 
had  encouraged  them  to  do. 

“By  having  it  as  a  stand-alone  unit, 
we’ll  be  able  to  do  much  things  faster 
than  we  did  before,”  Bidder  told 
investors.  “The  issue  of  whether  we  go 
public  or  not  is  one  we  have  not  deter¬ 
mined.” 

And  while  Internet  ad  revenues  are 
mushrooming,  publishers  said  Web  gains 
haven’t  come  at  the  expense  of  newspa¬ 
per  classifieds,  as  they  once  feared. 

Bobert  Decherd,  CEO  of  The  Dallas 
Morning  News'  parent  Belo,  said 
despite  the  Internet’s  growth,  TV  and 
major-market  newspapers  will  continue 
to  be  the  best  ad  media  long  into  the 
future. 

“It’s  not  just  dot-com,  it’s  companies 
needing  to  brand,”  he  said. 

Publishers’  optimism  was  tempered  by 
uncertainties.  It’s  unknown  how  much 
newsprint  prices  will  actually  increase. 
Apprehension  remains  about  the  possi¬ 
bility  of  another  interest  rate  hike.  And 
federal  cross-ownership  rules  continue  to 
bar  newspapers  from  buying  broadcast 
stations  in  their  markets.  ■ 

For  related  coverage,  see  “Marketing 
&  Sales,”  Page  41. 
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Minds. 
Ideas. 
Conference. 


Register  online  at 

For  sponsorship  and  trade  show  exhibit  opportunities,  call  your  E&P  sales  represen 


You  can't  find  this  stuff  any¬ 
where  else. 

Not  in  the  Valley.  Not  in  the 
Alley.  Not  inside  or  outside 
Rt.  128,  the  Triangle,  or  the 
Beltway. 

And  that's  because  we've 
got  them.  In  New  Orleans. 
February  9th  -  12th,  2000. 
Right  where  you  belong. 

I 

1  . 


E 

INTER 
CON  FERE 

FEBRUA 

Conference:  Hyatt  Resenc 


Editor  &  Ptft) 

Interactive  Newspapers  ^ 
Conference  &  Trade  Show  fs 
shaping  up  with  a.great  line¬ 
up  of  speakers.  Inerts  front 
both  inside  and  outside  the 
newspaper  publishing  TOus- 
try  will  be  featured. 


Give  them  a  half-hour  and 
they'll  give  you  a  lifetime  of 
expertise.  Give  them  three 
full  days  and  you'll  go  home 
with  razor-sharp  skills,  know¬ 
how  and  expertise. 


Jetters _ 

letFers^m^iainfo.com 

Rethinking  ‘The  Miliennium’ 

It’s  not  too  late  for  The  New  York  Times' 
marketeers  to  rethink  their  misguided  strat¬ 
egy  to  distribute  copies  of  the  paper’s  spe¬ 
cial  section.  “The  Millennium:  Visions  and 
Reflections.”  to  Times  Square  revelers  on 
New  Year’s  Eve  \E&P,  Nov.  27,  p.  10). 

Think  about  it.  Do  they  seriously  think 
the  humanity  jamming  Times  Square  to 
celebrate  that  night  really  gives  a  rip  about 
“reflecting”  and  “visioning?”  Unless  the 
crowd  can  turn  the  insert  into  party  hats 
and  noisemakers,  the  “Gray  Lady”  should 
save  her  ink  and  paper. 

RS.  Thanks  for  the  piece  on  Cliff  Edom 
[E&P,  Special  Centennial  Issue,  Oct.  30, 
p.  5 1  ].  I  value  my  experiences  as  a  partici¬ 
pant  in  five  of  Cliff’s  (and  Vi’s)  photo 
workshops. 

John  Alter 

retired  public-relations  executive 
Bascom,  Fla. 

Insights  keen  and  keener 

Matt  Villano’s  “Starting  Up”  [E&P, 
Nov.  1 3,  p.  36]  offered  some  keen  insights 
on  what  today’s  entry-level  reporters  need 
but  lack:  better  spelling  skills,  a  grasp  of 
grammar,  more  research  and  statistical 
training,  discipline,  lessons  in  manners  and 
humility  —  and.  as  Steve  Padilla  of  the  Los 
Angeles  Times  mentioned,  a  genuine  “nose 
for  news.”  Villano’s  piece  may  give  us  an 
even  keener  insight  into  who’s  setting 
newsroom  priorities.  With  the  exception  of 
Padilla,  none  of  the  many  quoted  editors 
and  experts  seemed  to  worry  that  new  jour¬ 
nalists  must  smell  and  see  and  comprehend 
the  changing  communities  around  them. 

I  fret  especially  about  the  industry’s 
vision  when  our  publications  constantly 
refer  to  —  and  treat  —  as  “minorities” 
Hispanics,  Asian  Americans,  African 


Americans,  and  other  “different”  people 
in  major  communities  where  they  are 
clearly  the  majority. 

Time  for  an  “I”  exam. 

Charlie  Ericksen 
Hispanic  Link  News  Service 
Washington 

OK.  It’S  not ‘bbb’  biit‘bbs.’ 

Re:  “Dot-com  style  drives  editors 
crazy”  and  “Associated  Press  e-style 
rules”  [E&P  Interactive,  Nov.  1  Ij.  Your 
article  on  AP’s  attempts  at  applying  a  style 
to  Web  usage,  and  the  accompanying  AP 
rules,  were  helpful  and  very  interesting. 
However,  I  noticed  a  small,  repeated  error. 

The  acronym  for  bulletin  board  system 
is  "bbs.”  not  “bbb.”  Your  article  incorrect¬ 
ly  used  the  “bbb”  acronym,  as  did  the 
printer-formatted  version  of  the  “Asso¬ 
ciated  Press  e-style  rules.”  (it  is  listed  cor¬ 
rectly  as  “bbs”  in  the  screen  version). 

Just  wanted  to  bring  this  to  your  atten¬ 
tion,  as  I  think  these  two  pages  on  your 
Web  site  (!)  will  be  visited  by  many  fren¬ 
zied  editors  in  the  near  future. 

Chris  Carter 
managing  editor 
toronto.com 

Goss:  Tops  in  the  21st  century? 

As  a  retired  Goss  manager,  I  am  very 
happy  with  how  you  have  covered  the  trials 
and  tribulations  that  Goss  is  going  through. 
You  have  been  fair  and  right  on  the  story 
that  is  unfolding  before  us.  Needless  to  say. 
I  love  Goss  to  the  utmost  and  hope  it  can 
resume  its  leadership  role  in  the  industry. 

Recently.  E&P  ran  a  piece  about  the 
most  important  men  in  the  newspaper 
business  in  our  century  (“25  Most  Influen¬ 
tial  Newspaper  People  of  the  20th  Centu- 


Advertising 


Research 


48  colorful  pages.  Over  1,800  data  points. 
Market  specific.  Affordable.  Starts  at  $3,595. 
No  translating,  ready  to  use  the  day  it  arrives 
No  extras.  No  Frills,  Free  Support. 
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ry,”  Special  Centennial  Issue,  Oct.  30). 
Your  selections  are  beyond  reproach.  ... 
However,  I  feel  that  Goss  as  a  company 
should  be  right  up  there  with  those  leaders. 

Frank  Drazan 
author 

“The  Drazan  Chronicles” 

Whole  lotta  shakin’  goin’  on,  still 

This  concerns  the  article  about  the  cov¬ 
erage  given  to  an  Oct.  16  earthquake  by 
online  newspaper  sites  in  California 
[£dcP,Oct.  23.  p.  10], 

We  posted  our  first  staff-written  piece 
by  about  6  a.m.  Although  brief,  it  did 
report  what  details  were  then  known  about 
the  location  and  magnitude  of  the  earth¬ 
quake.  And,  rather  significantly,  it  noted 
there  were  no  early  reports  of  damage  in 
the  Riverside,  Calif.,  area. 

At  about  8  a.m.,  we  updated  the  report 
and  supplemented  it  with  links  to  the  U.S. 
Geological  Survey  and  the  new  Com¬ 
munity  Internet  Intensity  Maps  (http:// 
www-socal.  wr.usgs.gov/shake ). 

We  did  rely  on  The  Associated  Press  to 
fill  in  the  gaps  and  to  provide  a  regional 
perspective,  as  well  as  to  provide  regular 
updates  throughout  the  day. 

However,  we  were  hardly  “asleep  at  the 
switch.” 


John  Zappe 
director  of  new  media 
The  Press- Enterprise  Co. 


50 

YEARS  AGO... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  Dec.  10, 1949 

No  year,  in  Editor  &  Publisher 
records,  can  lay  claim  to  so  many  huge 
editions  —  both  regular  and  special  — 
of  daily  and  Sunday  newspapers  as 
have  been  published  in  1949. 


President  Juan  D.  Peron  of  Argenti¬ 
na  last  week  said  he  would  sue  the 
independent  dailies  La  Prensa  and  La 
Nacion  under  the  country’s  new  and 
broadened  libel  laws. 


Offset  printing  is  too  costly  for  a 
full-size  daily  newspaper,  says  J.  Wal¬ 
ter  Greep,  editor  and  general  manager 
of  the  Gladewater  (Texas)  Mirror. 
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Analyze  this:  Open  up 
media  conferences 

Insightful  analysts,  those  guys  and  gals  at  Donaldson.  Luflcin  &  Jenrette:  Just 
a  week  after  watching  everyone  from  environmentalists  to  steelworkers  —  and  even 
some  delegates  themselves  —  screaming  about  the  secrecy  of  the  World  Trade 
Organization  (WTO)  meeting  in  Seattle,  DLJ  kicked  off  its  first-ever  media  indus¬ 
try  conference  by  kicking  out  the  press. 

That  was  too  much  for  Dow  Jones  &  Co.  Inc.,  which  pulled  out  of  the  conference 
rather  than  make  company  announcements  behind  closed  doors.  Valerie  Gerard.  Dow 
Jones  director  of  investor  relations,  said  DU  “reversed  a  previous  decision”  and  would 
not  allow  the  company  to  invite  reporters  from  its  own  Wall  Street  Journal  and  com¬ 
peting  news  organizations  even  to  be  silent  witnesses  of  its  presentation.  The  Nen-  York 
Times  said  it  sent  executives  to  the  conference  to  fulfill  a  long-standing  commitment  — 
but  made  it  clear  this  would  be  the  last  time.  "Going  forward,  our  practice  will  be  that 
unless  each  media  company  is  allowed  to  determine  whether  to  invite  the  media,  we 
would  not  attend.”  Director  of  Investor  Relations  Catherine  Mathis  told  the  Journal. 

DU  doesn’t  see  what  the  big  deal  is.  After  all,  the  securities  firm  annually  mns  some 
two  dozen  conferences  for  other  industries  —  and  keeps  the  press  out  of  every  single 
one  of  them.  If  media  companies  are  worried  about  meeting  Securities  and  Exchange 
Commission  rules  for  full  and  complete  disclosure  of  information,  a  DU  spokesman 
suggested,  they  should  issue  a  press  release  simultaneously  with  the  presentation. 

Well,  DU,  here’s  some  news  for  immediate  release:  Wall  Street  is  no  longer  a 
cozy  club  that  can  bar  scruffy  reporters  who  make  members  uncomfortable. 
Through  individual  holdings,  mutual  funds,  and  company  401(k)  plans.  Americans 
are  invested  in  the  market  as  never  before  —  and  the  public  expects  public  compa¬ 
nies  to  act  publicly.  PaineWebber  Group  Inc.,  which  runs  the  best-attended  media 
industry  conference,  has  opened  its  sessions  to  the  press  for  more  than  a  quarter  of 
a  century  with  no  ill  effects  on  analysts  or  the  media  companies. 

Just  as  the  WTO  in  Seattle  stoked  citizen  suspicion  by  never  opening  its  pro¬ 
ceedings.  DU’s  no-press  rule  can  only  start  ordinary  investors  wondering  what 
they’re  trying  to  hide  in  their  industry  conferences.  And.  really,  what’s  the  point? 
We’ve  been  going  to  these  dog-and-pony  shows  for  years,  and  they  are  hardly 
enhanced  by  requiring  a  secret  handshake  and  the  passwords.  “Joe  sent  me.”  What’s 
going  on  behind  the  green  door  of  these  closed  industry  conferences?  Ninety-nine 
and  forty-four  hundredths  percent  of  the  time,  the  answer  is:  not  much. 

There’s  nothing  corny 
about  good  government 

If  publicly  traded  media  companies  are  looking  for  models  of  openness,  they 
would  do  well  to  emulate  county  government  in  Kansas.  When  representatives  of 
The  Wichita  Eagle  and  18  other  papers  fanned  out  to  all  105  counties  to  test  an  ordi¬ 
nary  citizen’s  ability  to  get  the  minutes  of  a  county  commission  meeting,  their  suc¬ 
cess  rate  was  1009f.  At  a  time  when  too  many  bureaucrats  treat  public  information 
like  private  property,  the  county  officials  of  the  Sunflower  State  proved  themselves 
public  servants  in  the  best  sense  of  the  term. 

The  Oldest  Publishers  and  Advertisers  Newspaper  in  America 

With  which  have  been  merged:  The  Journalist,  established  Maa'h  22,  1 884:  Newspaperdom.  March  1 892: 

The  Fourth  Estate,  March  I.  1894;  Editor  <$  Publisher,  June  29.  1901;  Athertising.  June  22.  192.5. 

OFFICES:  General:  1 1  W.  19th  St..  New  York.  NY  1001 1,  voice:  (212)  675-4380:  Editorial  fax:  (212)  691- 
7287;  Advertising  fax.  (212)  691-6939;  Circulation  fax:  (212)  929-1894:  Corporate  e-mail:  edpub@mediain- 
fo.com:  Web  Site:  http://www.mediainfu.com.  Chicago:  6505  W.  Palatine  Ave..  Chicago.  II  60631:  (773)  792- 
3512;  fax  (773)  792-3513.  Mark  Fitzgerald.  Editor  at  Large.  Carmel:  P.O.  Box  223513.  Carmel.  CA  9.3922-.35I3; 
(831 )  625-6902:  fax  (831 )  625-6911.  Jill  Martin,  Western  Regional  Advertising  Manager. 


www.mediainfo.com 


DECEMBER  11, 1999  EDITOR  &  PUBUSHER  19 


Proposes 


The  Salt  Lake 
Tribune  mixed 
advertorial  hype 
and  hard  news  to 
welcome  a  new 
light-rail  system. 
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lived  with  them.”  says  Zaltsberg,  who  also 
recently  axed  an  Indianapolis  500  racing 
tie-in.  “But  we  don’t  do  it  anymore,  and 
we  are  trying  to  get  rid  of  some  others.” 

But  an  exclusive  E&P  survey  of  news¬ 
paper  executives  last  month,  conducted  by 
Oradell.  N.J. -based  TIPP,  a  national 
polling  firm,  indicates  that  most  are  not 
following  Zaltsberg's  lead.  Results  show 
that  68%  of  the  editors  and  publishers 
believe  that  more  ad-oriented  sections  are 
being  produced  by  newspapers  —  with  a 
surprising  39%  admitting  that  they  have 
published  special  sections  even  when  they 
knew  the  focus  of  the  section  had  “little 
reader  interest.” 

Still.  Zaltsberg’s  effort  to  halt  non¬ 
newsworthy  special  sections  is  notable 
as  part  of  a  slew  of  changes  newspapers 
are  making  to  reduce  the  influence,  or 
perceived  influence,  of  advertising  in  the 
editorial  product.  Other  newspapers  are 
establishing  more  specific  guidelines 
about  advertising/editorial  communi¬ 
cation  (see  story,  page  24);  holding  regu¬ 
lar  meetings  between  editorial  and 
business-side  executives  to  discuss  credi¬ 
bility;  and  labeling  advertorial-type  prod¬ 
ucts  much  better. 

Such  changes  come  in  the  wake  of  the 
recent  fiasco  at  the  Los  Angeles  Times, 
where  rookie  Publisher  Kathryn  M. 
Downing  shared  about  $2  million  in  rev- 
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PRINCIPLE  QUESTIONS 

•  Generally  speaking,  would  you  agree  or  disagree  with  these  statements: 


a)  Promotional  ties  or  revenue-sharing  arrangements  with  the  people  or 
institutions  newspapers  cover  are  common  industry  practice. 


TOTAL 

EDITORS 

PUBLISHERS 

Strongly  Agree 

7% 

4% 

12% 

Apw  Somewhat 

26% 

21% 

34% 

Neutral 

3% 

3% 

2% 

Disagree 

32% 

38% 

22% 

Strongly  Disagree 

22% 

22% 

22% 

Not  Sure 

10% 

12% 

8% 

b)  People  entering  newspaper  publishing  from  other  businesses  lack  an 
understanding  of  editorial  ethics. 


TOTAL 

EDITORS 

PUBLISHERS 

Strongly  Agree 

46% 

58% 

25% 

A|^  Somewhat 

43% 

39% 

50% 

Neutral 

4% 

2% 

7% 

Disagree 

4% 

- 

12% 

Strongly  Disagree 

1% 

- 

2% 

Not  Sure 

2% 

1% 

4% 

The  E&PA\PP  poll  was  conducted  by  Oradell,  N.J.-based  TIPP  between  Nov,  17  and  24  among  editors 
and  publishers  at  daily  newspapers  across  the  country.  Of  410  people  polled,  105  editors  and  60 
publishers  responded;  the  approximate  margin  of  error  for  the  overall  survey  was  plus  or  minus  7.5 
percentage  points. 

Espmpp  pou 


enue  from  a  special  Sunday  magazine  on 
the  city’s  new  Staples  Center  with  the 
arena  itself.  Since  publication  of  the  Oct. 
10  special  section,  the  L.A.  Times  has  been 
sharply  criticized  by  numerous  industry 
observers  and  veterans,  including  its  own 
editorial  employees. 

The  debacle  also  prompted  debate 
nationwide  over  how  newspapers  can 
avoid  such  mishaps  in  the  future,  and 
what  the  industry  as  a  whole  should  do 
to  make  sure  the  ongoing  push  for  more 
ad  revenue  —  in  the  face  of  growing  com¬ 
petition  and  declining  circulation  — 
doesn’t  destroy  the  longtime  adver¬ 
tising/editorial  Wall. 

Interviews  with  dozens  of  publishers 
and  editors  nationwide  indicate  that  most 
believe  the  Wall  has  taken  some  hits  in 
recent  years,  but  are  hopeful  they  are 
doing  the  right  things  to  either  shore  it  up 
—  or  redefine  it.  Newsroom  and  business- 
side  executives  contend  that  new  mea¬ 
sures  being  put  in  place,  such  as  the 
changes  at  Zaltsberg’s  paper,  are  helping 
to  maintain  journalistic  credibility  while 
allowing  new  revenue  streams  to  flow. 

“Fifteen  years  ago  or  so,  a  lot  of  times 
an  advertiser  would  have  the  last  say  on 


whether  a  negative  story  about  him  got  in 
the  paper,”  says  Tom  McCarthy,  associate 
editor  of  The  Salt  Lake  Tribune  in  Utah. 
“Today,  that  is  not  the  case.  There  is  better 
separation.” 

Just  another  brick  in  the  wall? 

Such  a  positive  prognosis,  however, 
contradicts  findings  in  the  E&P  survey  (as 
we  reported  in  our  previous  issue).  While 
the  news  and  business  sides  are  cooperat¬ 
ing  at  unprecedented  levels,  they  still  butt 
heads  over  how  much  influence  advertis¬ 
ers  should  have,  who  should  have  the  final 
say  over  editorial  content,  and  how  much 
journalistic  training  advertising  and  pub¬ 
lishing  employees  need. 

For  example,  one  in  four  publishers  — 
but  only  one  in  20  editors  —  believe  it  is 
proper  to  ask  reporters  to  include  certain 
advertisers  in  their  stories,  according  to 
our  survey.  Seven  of  10  editors  say  they 
should  have  final  word  on  editorial  deci¬ 
sions  —  while  eight  of  10  publishers  say 
they  should. 

The  survey  also  revealed  that  only 
about  a  third  of  those  responding  claim 
that  ethical  guidelines  for  employees  are 
in  place  at  their  paper,  with  fewer  than 
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20%  of  them  confident  that  they  had  actu¬ 
ally  been  distributed  to  workers. 

“Editors  and  advertisers  are  not  always 
in  sync  with  each  other,”  says  James  H. 
Smith,  executive  editor  of  the  Record- 
Journal  in  Meriden,  Conn.,  and  one  of 
165  who  responded  to  the  survey.  “We 
don’t  speak  the  same  language.” 

Six  steps  to  bridging  the  gap 

A  range  of  opinion  over  how  to  handle 
the  Wall  makes  it  difficult  to  determine 
exactly  how  much  influence,  if  any, 
business  executives  should  have  in  the 
newsroom. 

“When  I  was  a  reporter,  we  wouldn’t 
talk  to  advertising  people,”  says  Anthony 
Mancini,  a  journalism  professor  at  Brook¬ 
lyn  College  and  a  former  reporter  for  the 
New  York  Post.  “It  was  a  very  arm’s- 
length  view.” 

But  Robert  DeBono,  former  circulation 
manager  for  The  New  York  Times,  the 
Detroit  Free  Press,  and  the  Chicago  Sun- 
Times,  counters  that  editorial  employees 
who  don’t  learn  enough  about  the  business 
end  do  not  live  in  the  real  world.  He  says  a 
good  reporter  should  know  not  only  about 
leads  and  transitions,  but  also  about  profit 
margins,  distribution  costs,  and  ad  rates. 

“Not  enough  attention  is  paid  in  Jour¬ 
nalism  school  to  the  importance  of  bot¬ 
tom-line  finances  at  a  newspaper,”  says 
DeBono.  “Reporters  should  know  how 
much  it  all  costs.” 

Regardless,  many  Journalism  and  pub¬ 
lishing  veterans  contend  that  they  are 
making  strides  toward  improved  adver¬ 
tising-editorial  relations,  and  stronger 
credibility,  in  the  wake  of  the  LA.  Times 
controversy.  Here  are  six  strategies  — 
concrete  steps  to  repair  the  Wall  —  that 
seem  to  be  gaining  ground  and  getting 
results: 


UP  AGAINST  THE  WALL 


•  What  role  do  the  following  factors  play  in  “breaking  down  the  wall”  between  business 
and  newsroom?  Please  use  a  scale  from  1  to  5  where  1  =  Mo  role  at  all  and 
5  =  Very  significant. 


TOTAL 

EDITORS 

PUBLISHERS 

Shift  in  control  of  many  newspapers 
from  family  to  corporate  ownership 

43% 

51% 

30% 

The  quest  to  find  revenue  streams 

76% 

81% 

69% 

Bottom  line  pressures 

75% 

80% 

67% 

Unclear  guideHees  or  poHey  dtegroe—nts 

31% 

33% 

27% 

MARKET  RESEARCH 

•  In  your  opinion,  is  the  marketing  of  your  newspaper  adequate  or  not? 


Ijllfl  Adequate  ^  Not  adequate  IH  Not  sure 


SLOW  OF  CONFIDENCE 


•  How  would  you  assess  the  level  of  popular  trust  and  confidence  in  newspapers? 


TOTAL 

EDITORS 

PUBLISHERS 

Very  high 

3% 

- 

7% 

ttgii 

19% 

11% 

33% 

Moderate 

49% 

49% 

48% 

Low 

25% 

35% 

9% 

Very  Low 

3% 

5% 

2% 

Not  Sure 

1% 

- 

1% 

EiP/J\PP  POLL 


1.  Set  standards  and  speak  clearly 

Charlotte  (N.C.)  Observer  Editor  Jen¬ 
nie  Buckner  has 
pushed  for  a  clear 
statement  of  rules 
regarding  advertis¬ 
ing  behavior  in 
newsroom  activities. 

“You  have  to  have 
clearly  understood 
principles,  have 
things  in  writing.  Jennie  Buckner, 
says  Buckner.  “Ev-  editor,  Cbarfoffe 
eryone  in  advertising  (^.C.)  Observer 
and  the  newsroom 

needs  to  understand  the  separation  of  adver¬ 
tising  and  editorial  Judgment.” 

Buckner  says  her  paper  held  a  series  of 
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Staff  meetings  about  six  months  ago  at 
which  employees  from  all  departments 
were  briefed  on  guidelines  for  handling 
potential  conflicts.  Among  the  rules  was 
a  directive  that  any  complaints  from 
advertisers  about  news  stories  that  come 
to  the  ad  department  must  be  redirected  to 
the  editor. 

Several  Observer  editors  also  sat  in  on  a 
recent  ad  department  meeting  to  explain  the 
news  Judgment  process.  “It  was  good  to 
show  that  we  are  open  to  ideas,  but  not 
interference.”  Buckner  says. 

For  The  Baltimore  Sun,  which  is  owned 
by  LA.  Times  parent  Times  Mirror  Co.,  a 
similar  meeting  to  clarify  rules  occurred 
Nov.  23,  according  to  Managing  Editor 
William  Marimow.  He  says  business  and 


editorial  executives 
discussed  what  the 
standards  would  be 
for  ad/editorial  rela¬ 
tionships,  and  made 
sure  that  all  employ¬ 
ees  knew  them, 
i  “We  discussed  the 

fact  that,  on  Jour- 
William  Marimow,  nalistic  decisions, 
managing  editor,  the  newsroom  has 
The  Baltimore  Sun  to  have  integrity  and 
make  the  final  call,” 
says  Marimow,  who  adds,  “Editors  and 
reporters  make  the  decision  on  what 
is  news.” 

Pam  Johnson,  managing  editor  of  The 
Arizona  Republic  in  Phoenix,  agrees  and 
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says  her  paper  is  in 
the  process  of  updat¬ 
ing  its  ethics  guide¬ 
lines  “You’ve  got  to 
sit  down  and  set  up 
rules  that  will  pro¬ 
tect  journalism” 
says  Johnson,  a  for¬ 
mer  president  of  the 
Associated  Press 
Managing  Editors 
organization.  “But 
you  can't  have  too 
narrow  a  point  of  view.  You  have  to  have 
rules  that  allow  advertisers  to  suggest 
stories,  but  leave  the  final  decision  with 
editorial.” 

2.  Talk  it  out 

But  even  if  strict  rules  are  not  imposed, 
many  agree  that  opening  up  communica¬ 
tion  between  news  and  advertising 
employees  can  be  a  positive  way  to  make 
the  ethical  limits  clear. 

“We  have  very  frank  conversations 
about  what  can  be  done,  but  also  where 
[advertising]  cannot  be  too  involved,” 
according  to  Carolina  Garcia,  managing 
editor  of  the  San 
Antonio  Express- 
News.  “There  is  a  lot 
of  communication  so 
that  neither  side  is 
surprised.” 

Garcia  says  her 
paper  began  holding 
weekly  managers’ 
meetings,  involving 
executives  from 
every  department, 
earlier  this  year  to 
enable  more  discus¬ 
sion  of  projects  and  standards  that  apply 
to  more  than  one  department. 

3.  In  the  end,  editors  rule 

Still,  many  prefer  a  middle-of-the-road 
approach,  in  which  open  dialog  occurs, 
but  with  strong  editorial  control. 

“There  is  a  lot  of  collaboration  and 
discussion  that  goes  on,  but  editorial 
decides  what  is  news,”  says  Gene  Bell, 
president  and  CEO  of  the  Union-Tribune 
Publishing  Co.,  which  operates  The  San 
Diego  Union-Tribune.  “It’s  always  been 
understood.” 

Leonard  Downie  Jr.,  executive  editor  of 
The  Washington  Post,  also  leans  toward  an 
open  relationship  with  the  advertising 
department,  but  with  a  strict  mle  that  he  can 
reject  any  ad  section  that  may  conflict  with 
news.  “Advertorial  products  are  run  by  me, 
and  we  have  vetoed  them  when  we  believe 


there  is  a  problem,”  he  says.  “We  also  look 
to  make  sure  they  are  properly  labeled.” 

4.  Teach  your  readers  well 

Others  say  a  key  weapon  in  the  fight 
for  credibility  is  to  give  readers  more 
information  about  how  special  sections 
are  created,  and  how  newspapers  operate. 
At  the  St.  Petersburg  (Fla.)  Times,  Pub¬ 
lisher  Judith  Roales  makes  sure  the  front 
page  of  all  advertorial-type  sections  is 
labeled  as  “a  product  of  the  advertising 
department. 

“People  tend  to  believe  that  everything 
in  a  newspaper  is  produced  by  the  news¬ 
room,  and  we  are  doing  more  to  differen¬ 
tiate  between  the  two,”  says  Roales, 
adding  that  she  has  made  a  concerted 
effort  to  reduce  the  number  of  advertis¬ 
ing-only  sections.  “Sections  that  are  true 
news  products  sell  more  advertising  than 
fluff  anyway.” 

Stephen  Gray, 
managing  publisher 
of  the  Boston-based 
Christian  Science 
Monitor,  says  one 
simple  solution  is 
that  any  kind  of 
advertising  section 
that  isn’t  obviously 
marked  must  be 
changed.  “There  is  a 
long  tradition  here  of 
clearly  delineating.”  he  says.  “If  there  is 
ever  a  question  of  whether  we  need  to  label 
something  as  an  ad,  the  answer  is  ‘Yes.’” 

Gray  says  the  newspaper  also  plans  to 
place  a  new  ad  disclosure  statement  on  its 
Web  site  (http://www.csmonitor.com)  to 
label  the  site’s  right-side  ad  column. 

5.  Keep  it  newsy 

A  different  approach  recently  was  tried 
at  The  Salt  Lake  Tribune  when  the  news¬ 
paper  published  a  special  eight-page 
advertising  supplement  on  the  opening  of 
a  new  light-rail  system.  On  the  day  the  ad 
section  ran.  Associate  Editor  Tom  Mc¬ 
Carthy  made  sure  the  paper  also  provided 
pure  news  coverage,  with  a  map  of  the 
new  line  and  a  section-front  story  that 
highlighted  both  the  positive  and  poten¬ 
tial  negative  effects. 

“It’s  been  controversial,  and  we  want¬ 
ed  to  make  sure  to  put  a  news  slant  on  it,” 
McCarthy  says. 

6.  Hire  smart 

For  many,  the  ethical  improvements 
begin  at  the  top  with  a  mandate  handed 
down  by  the  publisher  permitting  little 
interference  in  editorial  affairs  by  the 


advertising  side.  Some  share  the  view  that 
veteran  executives  who  have  some  experi¬ 
ence  in  the  editorial  department  are  more 
likely  to  do  this  —  and  often  make  better 
publishers  and  ad  executives  because  they 
know  what  the  newsroom  needs. 

“It  brings  a  level  of  respect  and  aware¬ 
ness  in  the  journalistic  principles.”  says 
Frank  Blethen,  publisher  of  The  Seattle 
Times,  who  says  his  newspaper’s  CEO 
and  circulation  director  both  rose  through 
the  editorial  ranks.  “You  want  to  make 
sure  you  have  editorial  opinions  in  the 
dialog.” 

Robert  Dechard,  chairman  and  CEO  of 
Belo,  which  owns  The  Dallas  Morning 
News  and  other  daily  newspapers,  agrees. 
“It  comes  down  to  selecting  people  who 
have  good  news  judgment  [and]  experi¬ 
ence  in  journalism,  and  are  sensitive  to 
potential  conflicts,”  he  says.  “I  would 
prefer  to  have  a  person  with  that  sound 
judgment.” 

E&P's  survey  shows  that  most  respon¬ 
dents  agree  with  Dechard.  When  asked  if 
people  entering  newspapers  from  other 
businesses  lack  an  understanding  of  edito¬ 
rial  ethics,  89%  agree  with  the  statement. 

“The  danger  of  bringing  people  in  who 
have  no  association  with  the  editorial  side 
is  they  have  to  learn  on  the  job.”  says 
Orville  Schell,  dean  of  the  University  of 
California  at  Berkeley  graduate  school  of 
journalism,  and  a  noted  author.  “That  is 
dangerous.” 

Schell  is  concerned  about  bottom-line 
pressures  overall,  saying,  “We  are  living 
in  the  middle  of  a  dynamic  mercantile 
age  when  business  is  the  force  in  every¬ 
thing  we  do.” 

As  newspapers  continue  to  navigate 
the  stormy  waters  of  credibility  and 
maneuver  the  changing  ethical  waves, 
some  veterans  say  the  basic  journalistic 
approach  of  honest, 
fair,  and  uncompro¬ 
mising  news  —  let 
the  chips  fall  where 
they  may  —  remains 
the  best  rule. 

“There  is  no  great 
cosmic  answer  here.” 
says  J.  Stewart  Bryan 
III.  president,  chair¬ 
man,  and  CEO  of 
Media  General  Inc., 
which  runs  1 2 1 
newspapers,  including  the  Richmond  (Va.) 
Times-Dispatch.  “You  can’t  be  so  damn 
pure  that  you  have  to  have  a  rule  for 
everything.  Just  make  common-sense 
decisions  —  and  get  good  newspaper  peo¬ 
ple  running  things.”  ■ 


Pam  Johnson, 
managing  editor, 
Arizona  Republic 


Carolina  Garcia, 
managing  editor, 
San  Antonio 
Express-News 


Stephen  Gray, 
managing  pub¬ 
lisher,  CSM 


J.  Stewart  Bryan, 
CEO, 

Media  General  Inc. 
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Guidelines  on  -  and  off-  the  wall 


Seeking  guidance  to  avoid  advertiser 
influence  in  your  news  pages?  It  may  not 
be  as  easy  as  it  appears. 

Sure,  you’ll  find  no  shortage  of  rules 
and  regulations  from  journalism  associa¬ 
tions  and  newspaper  chains  that  promise 
to  save  your  journalistic  soul  from  the  pur¬ 
ported  evils  of  advertising  department 
pressure. 

But.  upon  closer  inspection,  such  guide¬ 
lines  and  ethics  codes  often  scratch  only 
the  surface  of  the  sensitive  advertising/edi¬ 
torial  “Wall,”  with  little  specific  direction. 

While  a  few  proposed  rules  provide  a 
specific  explanation  of  what  is  considered 
improper  behavior,  most  offer  only  gener¬ 
alities  that  leave  a  lot  for  newspapers  to 
determine  on  their  own. 

One  such  example  is  the  American 
Society  of  Newspaper  Editors’  statement 
of  principles,  which  gives  only  general 
advice  for  independent  coverage.  “Jour¬ 
nalists  must  avoid  impropriety  and  the 
appearance  of  impropriety,  as  well  as  any 
conflict  of  interest  or  the  appearance  of 
conflict,”  say  the  ASNE  rules  —  most 
recently  revised  in  1975.  “They  should 
neither  accept  anything  nor  pursue  any 
activity  that  might  compromise  or  seem  to 
compromise  their  integrity.” 


Not  exactly  Moses  descending  from  the 
Mount.  And  then  there  are  the  Newspaper 
Association  of  America  and  the  National 
Newspaper  Association  —  which  say  they 
have  no  written  guidelines  for  members. 

For  many  journalists  and  business-side 
executives,  such  vague  guidelines  might  be 
welcomed  because  they  allow  the  individ¬ 
ual  newspapers  to  decide  for  themselves 
what  is  proper  and  improper. 

“Our  purpose  always  is  to  help  editors 
think  things  through  rather  than  prescribe 
things,”  says  ASNE  President  Chris  Ander¬ 
son.  “It  is  much  more  appropriate  for  indi¬ 
vidual  papers  to  set  their  own  standards.” 

But  others  seeking  to  stay  on  the  holy 
path  during  today’s  increased  pressure  for 
more  advertising  revenue  and  greater 
profits  say  the  industry  would  likely  bene¬ 
fit  from  a  more  precise  order.  “It  is  impor¬ 
tant  to  make  sure  that  the  rules  are  clear,” 
says  Brian  Toolan,  editor  and  vice  presi¬ 
dent  of  The  Hartford  (Conn.)  Coiirant. 

Among  the  most  detailed  guidelines  are 
those  offered  by  the  American  Society  of 
Magazine  Editors,  which  put  out  its  latest 
eight-page  pamphlet  in  April.  More  than 
half  of  that  publication  is  devoted  to 
avoiding  undue  influence  or  pressure  from 
advertisers,  with  specific  notations  on 


logo  use  in  ads,  advertising  special  sec¬ 
tions,  and  placement  of  editorial  items 
next  to  advertisements. 

“If  a  reader  believes  that  an  article  was 
created  or  altered  to  satisfy  an  advertiser 
or  special  interest  group,  that  reader  is 
likely  to  discount  the  content  of  the  arti¬ 
cle,”  the  guidelines  say. 

Similarly,  rules  from  the  Society  of  Pro¬ 
fessional  Journalists  (SPJ)  and  the  Associ¬ 
ated  Press  Managing  Editors  (APME) 
organization  offer  pointed  directives  about 
keeping  advertiser  influence  out.  SPJ,  for 
example,  says  that  newspapers  must  “deny 
favored  treatment  to  advertisers  and  spe¬ 
cial  interests,  and  resist  their  pressure  to 
influence  news  coverage.” 

Still,  Fred  Brown,  SPJ’s  ethics  commit¬ 
tee  chair,  stresses  that  such  guidelines 
from  his  group  and  others  are  highly  gen¬ 
eralized  because  they  are  meant  to  be  just 
guidelines,  not  rules.  “It  is  intended  as  a 
statement  of  philosophy,”  Brown  says. 
“We  are  not  given  to  sanctions,  but  to  urge 
journalists  to  use  these  to  guide  them¬ 
selves.” 

APME  approaches  the  Wall  in  its  Code 
of  Ethics,  which  was  most  recently 
revised  in  1995,  but  only  in  general  terms. 
“Advertising  should  be  differentiated  from 
news.”  the  code  says.  “[The  newspaper] 
should  not  give  favored  treatment  to 
advertisers.  ...” 

Jerry  Ceppos.  APME  president,  defends 
the  broad  code,  saying  that  no  guidelines 
can  address  every  situation.  “1  think  every¬ 
one  has  a  different  circum.stance,”  he  says. 

Other  groups  offer  even  less  specific 
directives  that  may  leave  some  of  today’s 
news  and  ad  executives  still  wondering 
when,  exactly,  a  breach  of  the  ad/editorial 
Wall  has  been  made.  At  Gannett  Co.  Inc., 
which  made  a  big  splash  earlier  this  year 
with  its  new  principles  of  ethical  conduct, 
advertising  influence  gets  only  a  small 
warning.  “Be  free  of  improper  obligations 
to  news  sources,  newsmakers  and  adver¬ 
tisers,”  it  says.  “Differentiate  advertising 
from  news.” 

But  Philip  R.  Currie,  senior  vice  presi¬ 
dent/news  for  Gannett’s  newspaper  divi¬ 
sion,  says  such  statements,  along  with 
others  that  warn  against  any  outside  influ¬ 
ence  or  conflict  of  interest  involving 
newsrooms,  are  enough  to  provide  proper 
direction.  Says  Currie,  “To  me,  these  seem 
pretty  direct  about  dealing  with  potential 
concerns  relating  to  advertising.” 

—  Joe  Strupp 


GUIDING  LITE 


•  Does  your  newspaper  have  a  set  of  guidelines  on  advertiser  influence  of  editorial 
content? 
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TRADEMARKS  &  COPYRIGHTS 


Legal  war  over  free-lancers’  copyrights 
could  deplete  electronic  databases 

by  Jason  Williams 


The  National  Writers 
Union  has  5,500 
memhers  in  17  local 
chapters  in  the  United 
States,  according  to 
its  Weh  site. 
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When  Jonathan  Tasini,  president  of 
the  National  Writers  Union,  emerged  vic¬ 
torious  from  the  U.S.  Court  of  Appeals  in 
late  September,  he  spoke  as  if  he  had 
slung  a  stone  for  struggling  free-lancers 
everywhere  and  brought  down  a  few 
giants  of  the  media  world  —  the  New 
York  Times  Co.  Inc.,  Newsday  Inc.,  and 
the  Time  Inc.  Magazine  Co.  Among  his 
other  targets;  two  monolithic  database 
companies  —  Mead  Data  Central  Corp. 
(parent  of  Lexis-Nexis)  and  University 
Microfilms  International. 

But  the  decision  may  have  opened  a 
Pandora’s  box  that  could  seriously  disrupt 
the  continuity  of  the  historical  record  that 


newspaper  and  magazine  articles  provide. 

The  court  found  that  the  New  York 
Times  Co.  and  the  other  defendants  were 
infringing  on  the  copyrights  of  the  plain¬ 
tiffs  —  a  group  of  seven  free-lancers  led  by 
Tasini  —  by  including  them  in  their  elec¬ 
tronic  databases  without  the  writers’ 
express  permission. 

The  ruling,  a  reversal  of  an  earlier  U.S. 
District  Court  decision,  may  well  become 
a  landmark  media-law  case  because  it 
could  lead  to  the  wholesale  excising  of  an 
enormous  number  of  articles  from  elec¬ 
tronic  archives  and.  possibly,  huge  finan¬ 
cial  losses  for  the  newspaper  and 
magazine  industries. 
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In  a  post-victory  press  statement.  Tasini 
sounded  like  Gen.  George  S.  Patton  rally¬ 
ing  his  troops  for  the  final  assault. 

"Thanks  to  their  own  greed  and  arro¬ 
gance,  the  media  industry  faces  the  grim 
reality  of  a  tidal  wave  of  lawsuits  that  will 
boggle  their  minds.  ...  And  let  me  be 
clear:  Writers  are  prepared  to  go  down  the 
path  of  war,”  Tasini  said,  the  rattle  of  his 
saber  loud  and  clear. 

Tasini  guesses  the  number  of  free-lance 
articles  archived  in  violation  of  copyright 
law  to  be  in  the  tens  of  thousands.  “There’s 
no  question  that  they  face  a  huge  liability 
for  [infringements]  of  the  past,”  he  says. 

Defense  attorney  Peter  Johnson  of  the 
New  York  firm  Debevoise  &  Plimpton 
believes  the  decision  will  be  extremely 
detrimental  to  the  media  industry.  If  the 
decision  stands,  content  as  far  back 
as  1976  could  be  removed  en 
masse  from  the  databases,  leaving 
huge  gaps  and  badly  damaging 
research  capabilities,  he  says. 

From  “Op-Ed  pieces  by  politi¬ 
cians”  to  “high-school  football  stu¬ 
dent  stringers,”  publishers  could 
decide  to  remove  all  questionable 
content  to  avoid  potential  lawsuits, 
he  says. 

Most  present  free-lance  con¬ 
tracts,  however,  have  been  care¬ 
fully  worded  to  include  the 
transfer  of  “all  rights”  to  the  pub¬ 
lisher  and  would  not  be  affected 
by  the  ruling. 

The  legal  issues 

The  point  of  contention  in  the  case  was 
Section  201(c)  of  the  Copyright  Act  of 
1976,  which  deals  with  contributions  to 
“collective  works.”  That  is,  any  periodical 
issue,  anthology,  or  encyclopedia  where 
individual  works  are  constructed  to  form  a 
whole.  Section  201(c)  allows  a  publisher 
“the  privilege  of  reproducing  and  distrib¬ 
uting  the  contribution  as  part  of  that  par¬ 
ticular  collective  work,  any  revision  of 
that  collective  work,  and  any  later  collec¬ 
tive  work  in  the  same  series,”  upon  sub¬ 
mittal  of  an  article  for  publishing. 

The  U.S.  District  Court  for  the  South¬ 
ern  District  of  New  York  deemed  electron¬ 
ic  database  articles  as  “revisions  of  that 
collective  work”  and  therefore  exempted 
the  databases  from  copyright  infringement 
as  valid  “revisions”  of  the  original  publi¬ 
cations,  but  the  U.S.  Court  of  Appeals 
reversed  the  decision  Sept.  24. 

A  three-judge  panel  ruled  that  “the 
most  natural  reading  of  ‘revision’  of  ‘that 
collective  work’  clause”  is  that  it  “protects 
only  later  editions  of  a  particular  issue  of 


a  periodical,  such  as  the  final  [evening] 
edition  of  a  newspaper.”  The  court  criti¬ 
cized  the  previous  ruling  for  defining 
“revision  of  that  collective  works”  too 
broadly  and  allowing  the  exemption  “to 
swallow  the  rule.” 

Bruce  Keller,  another  defense  attorney 
associated  with  Debevoise  &  Plimpton, 
says  he  believes  the  appellate  court  mis¬ 
applied  the  term  “collective  work”  to 
electronic  databases,  which  he  says  are 
more  accurately  labeled  as  “electronic 
libraries.” 

“The  worst  part  of  this  decision  is  the 
concept  that  a  newspaper  loses  its  identity 
when  it  is  placed  online.”  says  Keller. 

Johnson  says  he  believes  the  court 
“failed  to  look  at  the  legislative  history  of 
the  revision  clause.”  He  contends  that  the 
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court’s  interpretation  of  a  “revision  of  that 
collective  work”  is  too  narrow  in  its  insis¬ 
tence  that  the  arrangement  of  individual 
works  must  be  retained. 

Since  the  landmark  decision  was  hand¬ 
ed  down.  Tasini’s  vigor  hasn’t  dimmed, 
despite  an  Oct.  8  petition  filed  by  the 
defendants  asking  for  a  review  of  the 
three-judge  decision  by  the  whole  court,  a 
rehearing  en  banc,  in  legalese. 

“It’s  a  delay  tactic,”  says  Tasini,  who  is 
confident  that  the  ruling,  authored  by 
Chief  Judge  Ralph  K.  Winter,  will  be 
upheld  and  that  the  industry  will  finally 
have  to  address  the  “continuous”  infringe¬ 
ment  caused  by  their  databases. 

Keller  balks  at  the  idea  that  the  review 
request  is  a  delaying  tactic.  “It  is  a  proce¬ 
dural  process  taken  when  one  thinks  the 
decision  is  wrong,”  says  Keller. 


But  what  is  evident  in  the  wording  of 
the  petition  is  that  newspaper  companies 
are  genuinely  concerned  about  the  conse¬ 
quences  of  the  decision,  not  just  to  them¬ 
selves  but  to  the  industry. 

“[T]he  Panel  Opinion  suddenly  expos¬ 
es  all  publishers  of  newspapers,  maga¬ 
zines,  anthologies,  and  other  collective 
works  to  enormous  potential  liability  for 
having  preserved  the  contents  of  their 
publications  on  microfilm,  [on]  CD-ROM, 
and  in  electronic  libraries  such  as  Nexis,” 
reads  the  brief. 

It  is  the  first  time  they  have  admitted  on 
record  that  they  are  at  financial  risk,  says 
Tasini,  and  he’s  more  than  willing  to  press 
the  point  with  newspaper  investors.  Tasini 
has  sent  letters  to  several  large  pension 
funds  warning  them  of  the  “enormous 
potential  liability”  threatening 
their  investments. 

“It  is  safe  to  assume.”  reads 
the  letter,  “that  virtually  all 
media  companies  (print  publish¬ 
ers,  electronic  databases,  and 
other  information  aggregators) 
are  potentially  using  copyright¬ 
ed  works  illegally.  ...  Liabilities 
for  individual  companies  will 
vary  depending  on  the  amount  of 
free-lance  material  used.” 

Keller,  however,  is  quick  to 
assert  that  the  “potential  liabili¬ 
ty”  would  result  in  newspapers 
being  forced  to  remove  a  pletho¬ 
ra  of  articles  from  their  electron- 
ic  databases. 

“This  is  not  a  case  of  money 
damages,”  says  Keller.  The  Tasini  case  is 
not  a  class-action  suit,  so  therefore  dam¬ 
ages  awarded  —  if  appeals  are  denied  — 
would  be  only  to  the  seven  plaintiffs  in  the 
case  and  would  be  “as  low  as  $250”  for 
Tasini  himself,  says  Keller. 

Because  it  is  a  case  of  “innocent 
infringement,”  he  says,  Tasini  and  the 
other  plaintiffs  would  have  to  prove  that 
someone  had  actually  read  his  article 
online  and  then  prove  that  the  publishers 
had  profited  from  it.  which  will  be 
extremely  difficult.  “The  [Lexis-Nexis] 
system  was  designed  at  a  time  when  it 
was  not  possible  to  track  per  article.” 
says  Keller. 

A  giant  undertaking 

When  asked,  most  newspaper  and 
database  companies  will  not  or  cannot 
provide  an  exact  number  of  free-lance 
articles  archived.  Two  database  compa¬ 
nies,  Lexis-Nexis,  which  is  a  defendant 
in  the  case,  and  Infonautics.  which  is 
not,  do  not  track  the  work  status  of  doc- 
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ument  authors,  according  to  company 
officials. 

"The  customary  practice  in  the  infor¬ 
mation  industry  is  for  the  publisher  to  be 
responsible  for  obtaining  all  necessary 
copyright  interests  for  online  distribu¬ 
tion.”  reads  a  prepared  statement  by 
Lexis-Nexis.  Lexis-Nexis’  database  con¬ 
tains  2.5  billion  searchable  documents  and 
about  1 ,0{)0  newspapers  from  which  arti¬ 
cles  are  obtained  and  archived. 

Infonautics.  a  smaller  database  compa¬ 
ny  with  more  than  7  million  documents, 
two-thirds  of  which  are  newspaper  arti¬ 
cles.  takes  a  similar  stance,  deferring  to 
its  clients’  wishes. 

“If  the  publisher  tells  us  to  take 
[certain  free-lance  articles]  off,  we  would 
have  to  take  it  off,”  says  Bill  Burger, 
vice  president  of  content  at  Infonautics. 
“No  one  knows  what  effect  [the  decision] 
will  have.” 

Future  transactions 

Current  free-lance  usage  varies  widely 
from  publication  to  publication.  At  The 
Washington  Post,  where  free-lancing  is 
handled  on  a  departmental  basis,  the 
national  desk  reports  that  it  uses  three  or 
four  free-lancers  regularly,  while  the  style 
desk  uses  about  20. 

According  to  Assistant  Managing  Edi¬ 
tor  Shirley  Carswell,  free-lance  contracts 
have  included  electronic  rights  for  two  to 
three  years,  which  suggests  that  its  data¬ 
bases  may  be  infringing  the  copyrights  of 


free-lancers  used  before  1996. 

On  the  other  end  of  the  spec¬ 
trum.  the  tiny  Daily  Challenge, 
an  African-American-oriented, 
79.540-circulation  paper  in 
New  York,  continues  business 
as  usual.  Editor  Dawad  Philip 
estimates  that  about  309c  of  his 
editorial  content  is  by  free¬ 
lancers,  but  he  requires  no  for¬ 
mal  contract,  confident  that  his 
free-lancers  are  happy  with  the 
arrangements  made. 

The  Cox-owned  Atlanta  ’■■■i 
Journal  and  Constitution  deals 
with  free-lancers  like  most 
newspapers  today.  Their  free¬ 
lance  contracts  specifically  state  that 
“Cox  Newspapers  will  have  first  right 
to  publish  the  work  in  our  printed  news¬ 
papers.  While  the  contributor  retains 
original  copyright  and  ownership,  we 
will  retain  the  right  to  the  published 
work  for  inclusion  in  other  Cox  Newspa¬ 
pers  compilations.  Our  rights  specifical¬ 
ly  include  the  rights  to  distribute  the 
work  through  our  Internet  services  [and] 
in  our  electronic  databases,  and  to 
republish  it  as  part  of  any  reprint,  elec¬ 
tronic  or  otherwise." 

The  language  of  the  contract  is  careful 
to  include  all  Cox  newspapers  as  well  as 
electronic  publishing.  According  to  Tasi¬ 
ni,  newspaper  companies  cannot  limit  the 
wording  to  databases  as  all  electronic 
mediums  could  be  in  danger  of  copyright 
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Under  Section  108(a.1),  a 
reproduction  of  an  article  for 
libraries  and  archives  is 
permissible  if  it  is  made 
without  any  purpose  of  direct 
or  indirect  commercial 
advantage. 


infringement  once  the  information  is  digi¬ 
tized.  in  any  form. 

"The  decision  could  be  applied  to  any 
secondary  uses  in  the  digital  world.”  says 
Tasini,  which  means  newspaper  Web 
sites  also  could  be  violating  the  copy¬ 
right  law  by  posting,  without  permission, 
free-lance  stories  that  appeared  in  the 
print  versions. 

Past  transactions 

But  even  if  a  particular  newspaper  com¬ 
pany  has  been  securing  electronic  copy¬ 
rights  for  several  years,  the  potential  for 
liability  stretches  back  to  1 976.  when  the 
copyright  act  was  passed,  because  no 
newspapers  have  been  regularly  securing 
electronic  rights  for  that  long. 

“[The  Tasini  decision]  probably  won't 
mean  that  much  to  the  industry,  going  for¬ 
ward.”  says  new-media  attorney  Eric 
Bergner  of  the  New  York-based  Moses  & 
Singer  law  firm,  except  that  the  contracts 
will  be  more  carefully  worded  to  secure 
online  rights. 

Going  back,  however.  Bergner  pre¬ 
dicts  that  the  decision  to  remove  poten¬ 
tial  infringing  articles  will  be  an  easy  one 
for  newspapers  that  examine  the  costs 
and  benefits  of  paying  for  the  electronic 
rights  vs.  removing  the  stories  from  the 
databases. 

“It’s  a  monumental  task.”  Bergner  says, 
referring  to  the  arduous  process  of  track¬ 
ing  down  the  offending  articles  and  then 
the  authors  themselves  to  purchase 
retroactive  licenses. 

“Is  it  worth  it  for  [newspaper  compa¬ 
nies]  to  go  through  and  determine  who 
was  a  free-lancer  and  who  was  work-for- 
hire?”  asks  Bergner.  In  addition,  writers 
could  conceivably  argue  under  the  Tasini 
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TO  FASHION  EDITORS,  ADVERTISERS, 
COPYWRITERS  AND  OTHER 
WELL-INTENTIONED  MIS-USERS  OF 
OUR  CHANEL  NAME. 


CHANEL  was  a  designer,  an  extraordinary  woman  who  made 
a  timeless  contribution  to  fashion. 

CHANEL  is  a  perfu  me. 

CHANEL  is  modern  elegance  in  couture,  ready-to-wear, 
accessories,  watches  and  fine  jewelry. 

CHANEL  is  our  registered  trademark  for  fragrance,  cosmetics, 
clothing,  accessories  and  other  lovely  things. 

Although  our  style  is  justly  famous,  a  jacket  is  not  ‘a  CHANEL  jacket’ 
unless  it  is  ours,  and  somebody  else’s  cardigans  are  not  ‘CHANEL  for  now.’ 

And  even  if  we  are  flattered  by  such  tributes  to  our  fame  as  ‘Chanel-issime, 
Chanel-ed,  Chanels  and  Chanel-ized’,  PLEASE  DON’T.  Our  lawyers 
positively  detest  them. 

We  take  our  trademark  seriously. 


Merci, 


CHAN  EL,  Inc 


The  New  Ybrfc  limes  Co.’s 
revenue  from  new-media 
properties  totaled 
approximately  $16  million, 
less  than  1%  of  total 
revenue,  according  to  its 
1998  annual  report. 


precedent  that  every  time  a  new 
article  is  added  to  the  database  that  it 
becomes  a  new  “collective  work”  and 
hence  a  new  infringement  each  time. 

“It  could  potentially  destroy  all  elec¬ 
tronic  research  ability,”  Bergner  says, 
echoing  Johnson’s  sentiments,  because 


publishers  would  remove  the 
content  to  avoid  liability. 

The  fact  that  a  media  com¬ 
pany  would  rather  drop  arti¬ 
cles  than  pay  for  them  “shows 
the  low  moral  standard  under 
which  these  companies  are 
operating,”  says  Tasini. 

Free-lancers,  not  surpris¬ 
ingly,  agree.  “[The  removal  of 
infringing  articles]  strikes  me 
as  an  obnoxious  view  of  the 
importance  of  journalism,  but, 
then,  1  would  expect  it,”  says 
New  York  free-lancer  Dylan 
Foley,  who  has  written  for  The 
Boston  Globe  and  The  Globe 
and  Mail  in  Toronto. 

Valerie  Sweeten,  a  Houston-based  free¬ 
lancer  who  has  written  for  the  Houston 
Chronicle  and  People  magazine,  agrees 
that  publishers  should  pay  for  any  addi¬ 
tional  publishing,  although  it  was  the  first 
she  had  heard  of  the  decision. 

Todd  Carter,  a  free-lancer  from  Jenison, 
Mich.,  and  a  member  of  NWU,  believes 
tbe  decision  is  a  positive  step  towards 
accountability.  “You  shouldn’t  sign  your 


rights  away,”  he  says,  but  he  admits  it  is 
difficult  for  less-experienced  free-lancers 
to  negotiate  a  favorable  contract. 

Keller  bristles  at  the  idea  that  removal 
of  the  articles  is  indicative  of  a  “low  moral 
standard,”  calling  Tasini’s  demands  for 
additional  payments  to  free-lancers  “out¬ 
rageous”  and  “unrealistic.” 

A  ‘simple  solution’ 

Tasini  claims  he  has  a  “simple  solu¬ 
tion”  to  the  enormous  undertaking  that 
settling  accounts  would  take  —  in  the 
Publication  Rights  Clearinghouse  (PRC). 
The  PRC  offers  retroactive  copyright 
licenses  to  publishers  for  the  free-lance 
works  of  its  enrollees. 

Then,  75%  to  90%  of  the  licensing  fee 
goes  to  PRC  writers,  according  to  the 
NWU  Web  site.  In  essence,  the  PRC  acts 
as  the  “middle  man”  between  the  pub¬ 
lishers  and  the  free-lancers.  The  fee  for 
free-lancers  to  sign  up  for  the  PRC  is 
$20  for  NWU  members  and  $40  for  non¬ 
members. 

According  to  a  press  release  issued  by 
Tasini,  the  PRC  has  already  brought  more 
than  $13,000  to  92  union  members,  with 
one  member  receiving  $1,719. 

The  PRC  is  partnered  with  the  Copy¬ 
right  Clearance  Center  (CCC),  “the 
largest  licensor  of  photocopy  reproduction 
rights  in  the  world.”  reads  the  release.  The 
CCC  handles  all  processing  of  the  licens¬ 
ing  requests. 

“It  is  inherently  unfair:  The  publishers 
already  paid  for  these  articles,”  says 
Keller.  “This  idea  of  a  Publication  Rights 
Clearinghouse  is  going  nowhere.  I  have 
yet  to  hear  of  a  single  publisher  interested 
in  a  clearinghouse. 

Although  Tasini  refuses  to  comment 
on  any  future  legal  action,  the  next  step 
for  the  NWU  could  be  a  class-action 
lawsuit,  which  would  hold  the  whole 
industry  accountable  for  electronic- 
rights  infringements. 

When  the  possibility  of  a  class-action 
suit  is  raised,  Johnson  says,  “1  couldn’t 
tell  you  how  we  would  deal  with  that. 
One  option  would  be  to  reduce  the  liabil¬ 
ity  by  wholesale  excising  of  the  data¬ 
base.”  But  the  defense  isn’t  ready  to  call 
it  quits  on  the  current  litigation,  deter¬ 
mined  to  take  it  to  the  U.S.  Supreme 
Court  if  necessary. 

In  its  official  response  to  the  case, 
Lexis-Nexis  warned  of  the  damages  the 
decision  could  ultimately  cause:  “[Tjhe 
only  complete  historical  record  of  what 
print  media  covered  that  one  can  be 
assured  of  will  be  hard-copy  back  issues 
of  newspapers  and  magazines.”  ■ 


Whether  you’re  running, 
skiing,  hiiang  or  writing, 
if  you  use  GORE-TEX®  fabric 
correctly,  we’ll  all  feel 
comfortable. 

GORE-TEX*  fabric  is  the  original  waterproof/breathable 
fabric  that  revolutionized  the  outdoor  sjwrtswear  mar¬ 
ket,  and  it’s  now  used  in  many  industrial  and  medical 
applications,  too. 

GORE-TEX  should  never  stand  alone.  Always  use  it 
to  modify  a  noun,  such  as  GORE-TEX*  fabric,  GO^-TEX* 
gloves,  GORE-TEX*  outerwear. 

Your  comfort  is  what  our  remarkable  fabric  is  all 
about.  So  please  keep  us  comfortable  by  using  our 
trademark  correctly. 

GORE-TEX®  is  a 

registered  trademark  of 
W.  L.  Gore  &  Associates,  Inc. 


Creative  Technologies 
Worldwide 
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The  LAVA®  brand  motion^ 
has  been  around  for  35  f 
Haggerty  Enterprises,  lnc«  t 
trademarks  very  seriousli 
using  our  trademarks  pie 
them  correctly*  If  you  are 
how  to  properly  use  our  t 
check  out  our  webr 
complete  inforin 


®  LAVA,  LAVA  LITE,  and  the  configuration  of  the  LAVA'  brand  motion  tamp  are  registered  trademarks  of  Haggerty  Enterprises,  Inc. 

The  confiuration  of  the  globe  and  base  of  the  motion  lamp  are  trademarks  of  Haggerty  Enterprises,  Inc.  in  the  USA  and  other  countries  around  the  world. 

©  1999  Haggerty  Enterprises,  Inc.  All  rights  reserved. 


TRADEMARKS  &  COPYRIGHTS 

COPYRIGHT 

in  the  Digital  Age 


by  Jim  Moscou 

There  really  wasn’t  a  lot  of  money  at  stake 
when  Rex  Heinke  was  asked  to  file  a  copy¬ 
right-infringement  lawsuit  against  a  little- 
known  Web  site  called  Free  Republic.  But. 
then  again,  that  really  wasn't  the  point. 

Heinke.  an  attorney  who  represents  both 
The  Washington  Post  and  the  Los  Angeles 
Times,  said  the  two  papers  discovered  in 
1998  that  Free  Republic’s  creators  and  vis¬ 
itors  were  posting  their  articles  in  the 
Republic’s  forums  for  discussion  and 
debate.  So.  in  September  of  that  year,  they 
hauled  the  Web  operator  into  federal  court 
claiming  copyright  violations. 

In  both  a  very  real  and  a  symbolic  way, 
L.A.  Times  vi’.  The  Free  Republic  emerged 
as  a  pioneer  in  the  new  era  of  cyber-copy- 
right  law.  While  the  rules  governing  intel¬ 
lectual  property  haven’t  changed  very 
much  since  the  beginning  of  the  digital  rev¬ 
olution.  the  speed,  access,  vocabulary,  and 
volume  of  information  spinning  around  the 


ON  TAPE 


liortd's  Largest  Selection 

BOOKS  ON  TAPE®  is  the  registered 
trademark  and  service  mark  of 
Books  On  Tape,  Inc.,  Newport  Beach,  CA. 

The  generic  term  for  sound  recordings 
of  a  person  reading  a  book  is 
“audiobooks,”  not  “books  on  tape.” 

Books  on  Tape,  Inc.,  Newport  Beach,  CA 
produces  the  authentic 
BOOKS  ON  TAPE®  brand  of  audiobooks. 

For  further  information,  call  (800)  626-3333 
Books  on  Tape,  Inc.,  P.O.  Box  7900-EP,  Newport 
Beach,  CA  92658 


Internet  is  forcing  newspapers  —  and  the 
courts  —  to  consider  new  ways  to  protect 
intellectual  assets.  The  Times  and  Post, 
after  all,  Heinke  argues,  charge  about  $  1 .50 
per  article  online.  That’s  lost  revenue.  In 
turn.  Free  Republic  —  which  touts  itself  as 
a  “gathering  place  for  independent,  grass¬ 
roots  conservatism  on  the  Web” —  argued 
its  postings  of  the  articles  were  protected 
under  fair-use  laws.  A  federal  court  issued 
a  tentative  ruling  against  the  Web  site  last 
month.  A  final  decision  is  expected  soon. 

But  the  court’s  opinion  will  most  likely 
just  leave  more  questions.  Here,  in  an  edit¬ 
ed  interview.  Heinke  —  who  is  a  First 
Amendment  and  intellectual-property 
attorney  at  the  Los  Angeles-based  firm 
Greines,  Martin.  Stein  &  Richland  —  dis¬ 
cusses  the  dawn  of  digital  copyright  law. 

E&P:  Let’s  start  with  one  of  the  most 
obvious  and,  to  me,  gnawing  questions: 
The  Internet  is  so  big,  so  vast,  and  so 
fast,  how  in  the  world  can  anyone  really 
control  their  copyrighted  material? 

Heinke:  Well,  it  depends  on  what  you’re 
seeking  to  control.  If  your  goal  is  to  say  that 
no  one  can  ever  copy  a  single  page  off  of 
any  Web  site  without  permission,  you’re  not 
going  to  be  able  to  achieve  that.  ever.  If  your . 
goal  is  to  say  somebody  is  not  going  to  be 
able  to  operate  a  Web  site  that  regularly 
engages  in  distributing  copyrighted  materi¬ 
als  and  does  that  in  violation  of  the  law.  you 
are  going  to  be  able  to  control  that.  Those 
places  are  not  going  remain  anonymous. 

So,  it’s  not  the  '^mom-and-pop”  home 
page  listing  a  few  articles  that’s  of  con¬ 
cern,  but ... 

It’s  the  question  of  the  volume,  the  num¬ 
ber  of  people  going  to  the  Web  site,  and 
looking  at  the  material  being  copied. 

Is  that  how  the  Post  and  the  Times 
came  to  sue  the  Free  Republic? 

[Free  Republic]  was  in  business  for  a 
couple  of  years  and  was  growing  very,  very 
rapidly.  It  was  having  20,000  to  50,000  hits 


a  day. . . .  They  were  cutting  and  pasting  the 
articles  to  their  site. ...  There  was  a  corre¬ 
spondence  back  and  forth  trying  to  resolve 
it.  When  we  couldn’t,  we  filed  a  lawsuit. 

The  Republic  argued  they  were  using 
the  information  to  foment  discassion  and 
debate.  Isn’t  that  fair  use? 

We  think  [the  tentative  federal  court 
decision  in  the  easel  makes  it  clear  what  is 
or  isn’t  fair  use.  And  the  courts  have  tenta¬ 
tively  resolved  that,  saying  it  wasn’t. 

Are  newspapers  going  to  be  driving 
online  copyright  legal  battles? 

They  are  going  to  be  one  of  the  impor¬ 
tant  players,  but  it’ll  be  anyone  that  owns 
copyrighted  information  that  is  digitized 
and  therefore  can  be  distributed  on  the 
Internet.  That  includes  music,  books, 
movies,  software,  and  so  on. 

This  is  where  it  becomes  daunting  to 
me.  How  can  digital  copyrighted  prod¬ 
ucts  be  tracked  and  controlled  on  the 
Internet? 

But  it  has  always  been  daunting  [at[ 
some  level. 

But  the  speed  at  which  information 
can  be  sent  back  and  forth  nowadays.  An 
entire  newspaper  edition  can  be  around 
the  world  in  seconds. 

Right.  Well.  1  think  the  concern  with  the 
Internet  —  how  widespread  it  is.  how  acces¬ 
sible  it  is  to  millions  of  people,  how  easy  it 
is  to  make  copies  of  things  —  the  real  con¬ 
cern  is:  Is  there  now  a  unique  transformation 
of  the  way  information  is  distributed?  And 
does  it  provide  such  ability  to  copy  that  it 
can’t  be  controlled?  I  don’t  think  that  is 
going  to  happen.  ...  There  will  be  ways  to 
deal  with  the  copyright  problems  that  the 
Internet  creates.  Some  of  that  will  be  tech¬ 
nology,  and  other  solutions  will  be  legal. 
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We  couldn’t  have  said  it 
better  ourselves. 


NATIONAL  ASSOCIATION 
OF  REALTORS® 


Could  the  Internet  change  the  core 
mission  of  copyright  law? 

No.  That  has  not  and  will  not  change  at 
all:  The  authors  of  copyrighted  work 
receive  economic  compensation  for  the 
work  they  have  done. 

What  about  linking  one  page  to 
another?  Can  that  be  construed  as  a 
copyright  infringement? 

We  have  said  in  our  litigation  all  along 
that  we  have  no  objection  to  links,  as  long 


as  the  link  itself  doesn’t  imply  we've 
authorized  or  approved  it,  or  that  we 
sponsor  it. 

But  what  if  a  disturbing  site  like  — 
and  I’m  just  making  this  up  —  “nazis-R- 
us.com”  links  to  a  newspaper’s  page? 

There  haven’t  been  any  cases  [deter¬ 
mining  whether  or  not  a  link  would  con¬ 
stitute  a  copyright  or  trademark  in¬ 
fringement],  but  I  would  not  be  real  opti¬ 
mistic  you  would  prevail  on  that.  But  I’m 


When  you  use  “Xerox” 
the  way  you  use  “aspirin” 
we  get  a  headache. 

Boy,  what  a  headache!  And  all  because  some  of  you 
^1^  may  be  using  our  name  in  a  generic  manner.  Which 
^  could  cause  it  to  lose  its  trademark  status  the  way  the 

name  “aspirin”  did  years  ago.  So  when  you  do  use  our  name, 
please  use  it  as  an  adjective  to  identify  our  products  and  ser¬ 
vices,  e.g..  Xerox  copiers.  Never  as  a  verb:  “to  Xerox”  in 
place  of  “to  copy’’  or  as  a  noun:  “Xeroxes”  in  place  of 
“copies’!  Thank  you.  Now,  could  you  excuse  us,  we’ve  got  COMPANY 
to  lie  down  for  a  few  minutes. 

THE  DOCUMENT  COMPANY 
XEROX 

XEROX,*  The  Document  Company,*  and  the  stylized  X  are  trademarks  of  XEROX  CORPORATION.  56  USC  580. 


sure  there  are  some  people  who  would 
disagree  with  that. 

You  had  mentioned  technology  devel¬ 
opments  would  help  copyright  law,  too? 

Well,  the  question  now  is:  Can  we  find 
an  encryption  system  that  works  —  not 
perfectly  because  nothing  works  perfectly 
—  but  works  reasonably  well? 

But  couldn’t  encrypting  copyright 
material  impinge  on  fair  use? 

Sure.  Then  the  question  becomes:  Does 
Congress  think  as  a  matter  of  public  policy 
there  should  be  exceptions  to  encryption? 
For  example,  the  obvious  way  to  deal  with 
that  problem  is  that  access  codes  should  be 
sold  to  public  libraries  at  a  discounted  cost. 

This  is  Just  the  tip  of  iceberg  of  Inter¬ 
net  copyright  litigation. 

Oh  yeah.  The  litigation  of  copyright 
infringement  is  Just  in  its  infancy. 

Still,  I’m  struck  that  copyright  legal 
arguments  are  the  same. 

They’ll  always  be.  in  a  sense,  the  same: 
who  has  the  rights  to  use  it.  sell  it.  and 
who  doesn’t.  The  difference  is.  with  a  new 
technology,  it  always  twists  the  focus  — 
the  square-peg-in-a-round-hole  problem. 
It  kind  of  fits,  but  it  doesn’t  fit  quite  right. 
The  same  thing  is  true  with  the  Internet, 
and  years  ago  [the  evolution  of|  the 
movies,  television,  and  so  on. 

What  are  the  concerns  surrounding 
online  trademark  issues? 

The  concern  is  that  I  don’t  want  someone 
misrepresenting  a  connection  or  affiliation 
or  sponsorship  between  my  Web  site  and 
some  third-party  site  that  I  have  no  control 
over.  ...  Let’s  take  the  Coca-Cola  trade¬ 
mark.  and  you  use  that  trademark  as  a  but¬ 
ton  on  your  Web  site,  and  that  button  will 
take  you  to  a  Coca-Cola  Web  site:  I  think 
that  is  a  problem.  Using  their  trademark 
suggests  somehow  Coca-Cola  let  you  do 
that.  But  if  [the  link]  simply  says,  “Coca- 
Cola,”  in  a  normal  typeface,  then  I  doubt 
seriously  there  is  any  kind  of  problem. 

So,  are  newspapers  left  to  police  the 
Internet  themselves  for  copyright  or 
trademark  infringements? 

Right.  But  all  with  this  new  twist:  the 
Internet  is  Just  an  additional  place  to  look 
for  it.  And  the  reality  is  that  [newspaper 
articles]  once  with  little  or  no  economic 
value  suddenly  have  value  in  the  digital 
form.  The  stuff  becomes  more  useful, 
more  accessible,  and  more  valuable,  and 
needs  to  be  protected.  ■ 
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Missouri 

William  L.  Miller  Sr.,  publisher  of  the 
Washington  Missourian,  elected  president 
of  the  Missouri  Press  Association  from 
first  vice  president.  He  succeeds  Robert 
W.  Wilson,  publisher  of  The  Milan 
Standard. 

Wendell  Lenhart.  Trenton  Republican- 
Times,  elected  first  vice  president. 

Dane  Vernon.  The  Versailles  Leader- 
Statesman,  elected  second  vice  president. 

Patricia  Hoddinott.  Columbia  Mis¬ 
sourian,  elected  secretary. 

Shelly  Arth.  The  Marshall  Democrat- 
News,  elected  treasurer. 


Efrem  Zimbalist  III 

to  chief  financial  officer  f  ^ 

at  the  Los  Angeles-  < 

based  Times  Mirror  Co. 
from  executive  vice  ■r 
president  at  Times  Smbalis^" 
Mirror  and  president  Times  Mirror  Co. 
and  CEO  of  Times 
Mirror  Magazines.  Zimbalist  will  retain 
his  title  as  CEO  of  the  magazine  division 
and  add  the  title  of  chairman. 


Illinois 

David  Feld  to  editor  |  ^ 

of  the  Edwardsville  In-  f 

telligencer  from  man-  •  att  ' 
aging  editor  of  Journal  ; 

Newspapers  of  South-  t- . 

em  Illinois.  Feld  sue-  pg|jj 
ceeds  Dan  Heaton.  Edwardsville 
Bill  Tucker  to  assis- 
tant  managing  editor  from  sports  editor. 

Roy  Gilmore  to  sports  editor  from 
sports  reporter. 

Bill  Yarbrough  Jr.  to  sports  reporter 
Pete  Savoie  to  the  newly  created  posi-  from  general  assignment  reporter, 
tion  of  circulation  operations  manager  for  Gary  Schneider  to  senior  reporter  and 
the  San  Francisco  Newspaper  Agency  assistant  managing  editor  from  assistant 
from  home-delivery  operations  manager  managing  editor, 
for  Detroit  Newspapers. 

Dean  Spencer  to  advertising  director. 
Eric  Henry  to  publisher  of  the  weekly  administration  and  sales  automation,  at 
Sierra  Sun  in  Truckee  and  the  weekly  the  Chicago  Sun-Times.  Spencer  had  pre- 
Tahoe  World  in  Tahoe  City  from  general  viously  headed  a  sales  automation  project 
manager  at  the  World.  He  succeeds  Peter  for  the  San  Francisco  Newspaper  Agency. 
Kostes  (see  “Nevada.”  below). 

Maiyland 

Jean  Halle  to  chief  financial  officer  and 
vice  president  of  strategic  development 
for  Times  Mirror  Interactive  in  Baltimore, 
a  newly  established  unit  of  Los  Angeles- 
based  Times  Mirror,  from  vice  president 
of  new  business  development  and  publish¬ 
er  of  SunSpot,  The  Baltimore  Sun's  Web 


Nevada 

Peter  Kostes  to  publisher  of  The 
Record-Courier,  a  twice-weekly  in 
Gardnerville,  from  publisher  and  editor  of 
the  weekly  Sierra  Sun  in  Truckee.  Calif. 
Kostes  succeeds  Matt  Bodourian. 


Nevy'  York 

Elvis  Mitchell  and  A.O.  Scott  to  film 
critics  for  The  New  York  Times,  Mitchell 
from  film  critic  at  the  Fort  Worth  (Texas) 
Star-Telegram  and  Scott  from  Sunday 
book  critic  for  Long  Island  Newsday. 
Mitchell  and  Scott  succeed  Janet  Maslin. 
who  is  leaving  the  Times  after  22  years. 
Mitchell  and  Scott,  together  with  current 
Times  critic  Stephen  Holden,  will  share 


Gary  Maitland  to  ^  v 

publisher  of  the  Craig  ^  | 

Daily  Press  from  editor  4 

of  Steamboat  Today  and 

the  weekly  Steamboat  ^ 

Pilot  in  Steamboat  Mj,itiand 

Springs.  Maitland  sue-  Craig  Daily  Press 

ceeds  Mitch  Bettis,  now 

publisher  of  The  Aspen  Times  and  general 

manager  of  the  Glenwood  Independent  in 

Glenwood  Springs. 


Mark  Louden  to  editor  of  Steamboat 
Today  and  the  Steamboat  Pilot  from 
news  editor. 


Vie  specialize  in  assisting  owners 
in  exploring  and  negotiating  the  sale 
of  their  daily  newspapers  or  ^ 
non-daily  new^per  groups.' 


Connecticut 

Diane  Scarponi  to  correspondent  for 
The  Associated  Press  in  New  Haven  from 
newswoman  in  the  AP  bureau  in  Hartford. 
Scarponi  succeeds  Brigitte  Greenberg, 
now  a  newswoman  at  the  AP  bureau  in 
Washington. 


Urta,  VanEssen  &  Associates 
1 19E.  Marcy  Street,  Suite  1 00 
Santa  Fe,  New  Mexico  87501 
Tel:  505.820.2700 
Fax:  505.820.2900 
E-mail:  info@dirksvanessen.com 
WWW.  dirksvanessen.  com 


FIcrida 

Martin  D.  Baron  to  executive  editor  of 
The  Miami  Herald  from  associate  manag¬ 
ing  editor  of  The  New  York  Times.  He  suc¬ 
ceeds  Douglas  C.  Clifton,  now  editor  of 
The  Plain  Dealer  in  Cleveland  (E&P, 
Dec.  4,  p.  9). 


Ou’en  Van  Essen 


Philip. Murray 


DECEMBER  11. 1999  EDITOfl  ft  PUBLISHER  35 


www.mediainfo.com 


r 


the  film  reviewing  duties,  with  Holden 
also  writing  critical  essays  for  the  Sunday 
“Arts  &  Leisure”  section. 

Craig  R.  Whitney  to  night  editor  of  the 
newsroom  at  The  New  York  Times  from 
Paris  bureau  chief.  Whitney  succeeds 
Martin  Baron  (see  “Florida.”  above). 

Ohio 

James  N.  Crutchfield  to  general  man¬ 
ager  of  the  Akron  Beacon  Journal,  a  posi¬ 
tion  vacant  since  1993.  from  Knight 
Ridder’s  executive  development  program 
(E&P,  Dec.  4,  p.  8). 

Texas 

Larita  Pierson  to  the  newly  created 
position  of  news  editor  of  the  Henderson 
Daily  News  from  lifestyles  editor  at  the 
Bonham  Daily  Favorite,  which  is  now  the 
semiweekly  Bonham  Favorite. 

Wisconsin 

Brent  Low  to  chief 
operating  officer  for 
Thomson  Newspapers’ 

Central  Wisconsin  stra¬ 
tegic  marketing  group 
and  publisher  of  the 
Daily  Tribune  in  Wis¬ 
consin  Rapids  from 
president  and  chief  executive  officer  of 
Thomson’s  St.  George.  Utah,  group  and 
publisher  of  The  Spectrum  in  St.  George. 
Low  succeeds  Randy  Graf. 

OBITUARIES. . 

Joey  Adams.  88.  comedian  and  New 
York  Post  columnist,  died  Dec.  2  of  appar¬ 
ent  heart  failure.  Adams,  born  Joseph 
Abramowitz.  began  his  comedy  career  at 
age  19,  playing  the  vaudeville  circuit 
under  his  newly  adopted  name.  He  later 
became  a  staple  of  upstate  New  York’s 
Catskill  Mountain  resort  circuit.  Adams’ 
column,  a  daily  serving  of  jokes  titled 
“Just  for  Laughs,”  appeared  in  the  Post 
and  syndication.  Adams  is  survived  by  his 
wife,  Cindy,  herself  a  Po.st  columnist. 

Joseph  W.  Dorris.  91,  former  publisher 
of  the  Kentucky  New  Fra  in  Hopkinsville, 
died  Nov.  23.  Dorris  was  appointed  pub¬ 
lisher  of  the  New  Fra  in  1971,  40  years 
after  he  first  Joined  the  news  staff.  He 


retired  as  publisher  in  1978,  but  continued 
to  serve  on  the  paper’s  board  of  directors. 
Dorris  was  inducted  into  the  Kentucky 
Journalism  Hall  of  Fame  last  April. 

James  Geehan.  76,  retired  editor  and 
publisher,  died  Nov.  24  of  Alzheimer’s  dis¬ 
ease.  Geehan  began  as  a  reporter  for  the 
Providence  (R.l.)  Journal-Bulletin,  where 
he  worked  for  20  years,  eventually  rising 
to  assistant  general  manager.  Geehan 
Joined  the  Gannett  Co.  in  1968  as  editor  of 
the  Plainfield  (N.J.)  Courier-News,  and  a 
year  later  was  named  editor  and  publisher 
of  the  San  Bernardino  (Calif.)  Sun- 
Telegram,  where  he  served  for  eight  years. 
Geehan  was  named  editor  and  publisher  of 
the  Tucson  (Ariz.)  Citizen  after  Gannett 
bought  the  paper  in  1977.  He  remained  at 
the  Citizen  until  1981,  when  he  moved  to 
Washington  to  serve  as  vice  president  and 
general  manager  of  Gannett  News  Service. 
He  retired  in  1986. 

Robert  Imri  Lauffer,  69,  former  editor 
of  the  twice-weekly  Hi-Desert  Star  in 
Yucca  Valley,  Calif,  died  Nov.  30  of 
injuries  suffered  in  a  Nov.  10  automobile 
accident.  Lauffer  was  editor  of  the  Hi- 
Desert  Star  for  nine  years  until  his  retire¬ 
ment  in  1997.  Lauffer  began  at  his  grand¬ 
parents’  paper  in  Bonner  Springs.  Kan., 
and  eventually  moved  to  California  to 
serve  as  editor  of  the  Camarillo  Daily- 
News.  Lauffer  later  served  as  editor  of  the 
Santa  Monica  Fvening  News  and  the  City 
News  Service  in  Los  Angeles  as  well  as 
managing  editor  of  The  Hemet  News. 

Peggy  Kerney  McNeil.  85,  former 
president  of  The  Times  of  Trenton.  N.J.. 
died  Nov.  26.  McNeil  was  president  of 
The  Times  from  1961  to  1970.  The 
Kemey  family  owned  the  newspaper  for 
71  years  before  selling  it  to  The 
Washington  Post  in  1974.  As  a  young 
reporter  in  1935,  McNeil  covered  the  trial 
of  Bruno  Hauptmann  in  the  Lindbergh 
baby  kidnapping  case. 

George  F.  Mullen.  87,  who  covered 
various  Washington  beats  for  the  old 
United  Press,  died  Dec.  2.  Mullen  Joined 
the  UP  in  the  early  1930s,  and  worked  in 
news  service’s  New  Haven  and  Boston 
bureaus  before  transferring  to  Washing¬ 
ton  in  1940.  He  covered  Congress,  the 


Low 

Daily 

Tribune 


White  House,  and  the  Justice  Department 
until  1943,  when  he  Joined  the  U.S. 
Marine  Corps  as  an  intelligence  officer. 
Mullen  returned  to  the  UP  in  1946,  cover¬ 
ing  the  Justice  Department  and  Supreme 
Court  until  1952,  when  he  left  to  become 
director  of  public  relations  at  the  Justice 
Department.  He  left  government  in  1958 
and  went  into  private  practice,  where  he 
was  involved  in  U.S.  Sen  Barry  Gold- 
water’s  1964  presidential  campaign. 

Thomas  Wardlaw  “Sonny”  Shephard. 

67,  illustrator  and  designer,  died  Nov.  24 
of  a  heart  attack.  Shephard  served  in  the 
U.S.  Army  during  the  Korean  War,  where 
he  entertained  troops  on  Armed  Forces 
Radio  as  “Sonny  Chard.”  Along  with  Bob 
Cohn,  he  created  the  comic  “Historia.”  a 
strip  that  blended  history  and  humor. 
“Historia”  appeared  in  110  newspapers 
during  the  196()s.  In  1977,  Shephard 
formed  the  Lonely  Shephard  Inc.,  where 
he  was  illustrator,  graphic  designer,  and 
humorist.  He  also  taught  at  the  Cleveland 
Institute  of  Art. 

Andrew  D.  Wolfe.  77,  former  publisher, 
died  Dec.  2.  After  a  career  in  Journalism 
and  academia.  Wolfe  purchased  three 
Rochester,  N.Y.,  suburban  newspapers, 
with  a  combined  circulation  of  1 .2(X).  for 
$22,000  in  1956.  When  he  sold  his  busi¬ 
ness  to  The  Daily  Messenger  of 
Canandaigua  in  1996,  total  circulation  of 
the  group,  which  had  grown  to  nine  week¬ 
lies,  was  45,0(X). 

AWARDS 


The  California  Press  Association 
named  James  Brock,  president  of 
Community  Newspapers  Inc.,  the  1999 
California  Newspaper  Executive  of  the 
Year.  James  Brock,  who  also  serves  as 
publisher  of  The  Kingsburg  Recorder  and 
the  Selma  Enterprise,  is  the  33rd  recipi¬ 
ent  of  the  honor,  and  the  second  recipient 
named  Brock.  His  father  Roy  won  the 
award  in  1 984.  The  Phillip  N.  McCombs 
Lifetime  Achievement  Award  was  pre¬ 
sented  to  longtime  Tracy  Press  Publisher 
Samuel  H.  Matthews.  The  late  Julius 
Gius,  former  editor  of  the  Ventura 
County  Star-Free  Press,  was  inducted 
into  the  California  Press  Association 
Hall  of  Fame. 
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Tracking  TV’s  ‘clever’  commercials 

LOVE  ’EM  OR  HATE  ’EM,  THEY’RE  ALL  GRIST  FOR  AD  CRITIC’S  MILL  BY  CHARLES  BOWEN 


Whether  you  love  them 

or  hate  them,  there’s  no 
denying  that  TV  com¬ 
mercials  are  a  major 
part  of  American  life. 
They  not  only  influence  our  speech 
(“Where's  the  beef?"),  but  they  also  pro¬ 
vide  a  mythology-starved  society  with  a 
whole  new  pantheon  of  characters  for  use 
in  metaphors. 

Call  someone  an  “Energizer  Bunny.” 
and  everyone  knows  exactly  what  you're 
talking  about.  Make  reference  to  the 
“Budweiser  Frogs.”  and  people  can't  help 
but  smile.  And.  as  we  enter  a  new  political 
year,  we're  likely  to  see  campaigning 
politicians  again  be  especially  quick  to 
latch  onto  lines  and  images  from  TV 
advertisements  as  they  craft  their  barbs  for 
each  other. 

We  are.  after  all.  a  media-oriented  soci¬ 
ety.  bombarded  with  daily  sounds  and 
images  that  make  for  clever  jokes  and  jabs. 
The  problem  is  that  the  working  press 
sometimes  is  a  little  slow  to  understand  the 
punch  lines.  That's  because  many  newspa¬ 
per  reporters  and  editors  are  among  the  last 
to  know  about  the  hot  commercials  to 
which  their  readers  may  be  reacting. 

The  reason  is  quite  mundane:  It's  just 
that  the  schedules  worked  in  most  news- 
r(X)ms  can  put  in  a  crimp  in  prime-time  TV 
viewing.  And  those  who  use  their  VCRs  to 
tape  favorite  shows  for  later  viewing  often 
zip  right  by  the  commercials  with  their 
fast-forward  buttons.  So.  if  you’re  cover¬ 
ing  the  city  council  meeting,  you  may  not 
get  it  when  the  mayor  comments  that  her 
colleagues  think  they  have  more  moves 
than  Tiger  Woods.  You  understand  the  ref¬ 
erence  to  the  young  golfer,  of  course,  but 
miss  the  significance  in  light  of  his  latest 
commercial  appearance.  Everyone  laughs, 
except  the  clueless  you. 

How  do  you  find  out  what’s  so  clever 
about  that  remark?  A  site  called  Ad  Critic 
can  get  you  back  in  the  game.  It  is  becom¬ 
ing  the  Web’s  watch  post  for  televised 
advertising. 

To  use  it.  visit  the  site  at  http:// 
www.adcritic.com.  In  our  example,  you 
then  could  click  on  the  data-entry  box  on 
the  introductory  screen,  type  “Tiger 
Woods.”  and  press  either  the  “Enter”  key 
(on  a  Wintel  machine)  or  the  “Return”  key 
(on  an  Apple  Macintosh).  Within  a 


moment,  the  site  lists  a  commercial  aired 
by  Nike,  the  sports  shoe  maker.  Click  on 
the  hyperlinked  entry  and  the  site  opens  a 
video-display  box.  You  then  sit  back  and 
watch  the  actual  commercial  on  your 
computer  screen,  showing  Tiger  seeming 
to  magically  juggle  the  golf  ball  on  the 
head  of  his  club  for  15  seconds  before  hit¬ 
ting  it,  all  the  while  swaying  to  a  smooth 
up-tempo  soundtrack. 

Along  the  left  column  of  the  intrrxlucto- 
ry  page  are  hyperlinks  to  major  new  com¬ 
mercials  airing  just  this  week,  listed  with 
the  name  of  the  advertisers  and  a  word  or 
two  describing  the  subjects,  such  as 
“AltaVista:  Radar  Guns.”  Click  on  the 
“More”  link  at  the  bottom  of  list  to  view 
more  extensive  links,  with  dates,  file  sizes, 
and  running  times.  Also  in  the  left  column 
are  links  to  what  the  site  judges  to  be  the 
top  10  of  current  commercials.  Elsewhere 
on  the  screen  are  links  to  music-related  ads 
and  other  special  interests. 

Other  considerations  for  using  AdCritic 
in  your  research  and  writing: 

For  news  stories  related  to  advertising 
and  TV,  click  on  either  of  the  “News” 
links  —  the  one  on  the  top  or  in  the  left 
column  of  the  introductory  screen  —  to 
reach  a  page  of  hyperlinked  stories  for 
assorted  sources.  For  example,  at  this 
writing,  the  screen  had  links  to  a  New  York 
Times  story  about  predictions  for  electron¬ 
ic  commerce  this  Christmas  season  and  an 
online  story  covering  the  recent  sale  of 
Nielsen  Media  Research  Inc.,  which,  like 
E&P,  was  acquired  recently  by  VNU,  the 
giant  publishing  and  information  compa¬ 
ny  based  in  the  Netherlands. 

The  site  uses  QuickTime  4  software 
for  viewing  the  ads  and,  while  it  is  an 
Apple  Computer  Inc.  program,  it  also  runs 
on  non-Apple  systems,  such  as  using 
Microsoft  Windows  operating  systems 


nd  Intel  processors.  If  you  need  to 
et  QuickTime  installed  on  your  com- 
uter,  click  on  the  related  icon  at  the 
ottom  of  the  introductory  screen. 

3  And  here's  something  for  the  edi¬ 
tor  who  is  packaging  the  regular 
overage  on  new  films.  The  site  pays 
pecial  attention  to  movie  trailers. 
Mick  on  the  “Movie”  link  at  the  top  of 
[le  introductory  page  to  screen  a 
yperlinked  list  of  recent  films,  along 
release  dates.  Click  any  title  to  see 
the  same  trailer  that  movie-goers  see  dur¬ 
ing  the  “previews”  at  movie  houses  across 
the  country.  ■ 


Bowen  ( charleshowen  @  CompuServe 
.com)  is  a  West  Virginia-based  journalist, 
a  30-year  newspaper  veteran,  and  the  host 
of  the  daily  “Internet  News”  syndicated 
radio  show. 

Green  to  head  Nando 

The  McClatchy  Co.  last  week  named 
James  A.  Green  president  and  publisher  of 
the  its  online  divi¬ 
sion,  Nando  Media. 

Former  marketing 
director  for  The  Mo¬ 
desto  (Calif.)  Bee. 

Green  succeeds 
Christian  A.  Hen¬ 
dricks,  who  earlier 
this  year  was  pro¬ 
moted  to  vice  presi¬ 
dent  of  interactive 
media  at  McClatchy. 

Based  in  Raleigh. 

N.C..  Nando  coordinates  the  online 
publishing  of  McClatchy  newspa¬ 
pers,  including  Startribune.com, 
Sacbee.com,  and  The  News  and 
Observer  on  the  Web. 

WSJ.com  Super  Bowl-bound 

The  Wall  Street  Journal  Interactive 
Edition  will  make  its  network  TV 
debut  as  an  advertiser  during  Super 
Bowl  XXXIV  on  Jan.  30.  This  will  be 
the  first  time  an  online  newspaper  has 
advertised  during  the  mother  of  all 
sporting  events.  The  single  30-second 
spot  will  be  created  by  Arnold  Com¬ 
munications  of  Boston.  The  WSJ.com 
ad  will  be  designed  to  create  awareness 
and  brand  recognition. 


James  A.  Green 
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WOULDN’T  YOU  LIKE  TO  TELL  THEM  TO  DO  IT  THEMSELVES? 


WELL  NOW  YOU  CAN. 


MEDIASURFACE™  2.0 

ENTERPRISE  CONTENT  MANAGEMENT 


INTRODUCING  MEDIASURFACE^**  2.0  -  A  REVOLUTION  IN  WEB-BASED  CONTENT  MANAGEMENT  FOR  THE  ENTERPRISE. 

Mediasurface  2.0  puts  control  of  Web  based  business  needs  in  the  hands  across  the  business,  from  the  Web  developer  to  the  content  owners  in 

of  those  who  own  the  content,  and  removes  the  need  for  large  amounts  of  marketing,  sales,  finance  and  admin,  human  resources,  production  and 

custom  development.  Fully  supportive  of  the  Web  publishing  process  at  every  executive  management  -  in  fact  anyone  who  needs  to  communicate 
stage,  Mediasurface  2.0  integrates  with  the  WP,  design,  e-commerce  and  within  or  outside  the  organization.  Mediasurface  2.0  supports  XML  and 

personalization  tools  of  your  choice.  Mediasurface  2.0  enables  management  includes  functionally  rich  Integration,  Reporting  and  Content  Gateway 

and  direct,  rapid  publishing  of  Web  content  by  everyone  involved  in  the  Web  Modules,  enabling  content  submission  via  the  browser  from  any  location. 

For  more  information,  or  to  register  for  a  FREE  Workshop  Call:  415  495-7307  or  EMAIL:  jnfo@mediasurface.com 

Mediasurface  2.0  is  applicable  to  a  diverse  range  of  clients  and  businesses.  Current  clients  include  Barclaycard,  CNN,  WS  Atkins,  Reuters  and  Oxford  University  Press. 
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Gold  T-Square  as  ‘Beetle’  strip 
closes  in  on  golden  anniversary 

MORT  WALKER  IS  THE  FIRST  PERSON  TO  RECEIVE  THE  NATIONAL  CARTOONISTS 
SOCIETY  HONOR  SINCE  1955  BY  DAVE  ASTOR 


ince  the  National  Cartoonists 
Society  (NCS)  started  in  1 946, 
just  one  person  received  a  Gold 
T-Square  for  contributions  to 
cartooning. 

Until  Dec.  4.  That  night.  “Beetle  Bailey” 
creator  Mort  Walker  of  King  Features  Syn¬ 
dicate  joined  the  late  Rube  Goldberg  (a 
1 955  recipient)  in  getting  the  honor. 

“No  one  has  worked  harder  to  raise  the 
level  of  cartooning  to  an  art  form.”  “Mother 
Goose  &  Grimm”  creator  Mike  Peters  told 
the  overflow  crowd  of  more  than  230  at  the 
annual  NCS  holiday  party  in  New  York. 

He  was  referring  not  only  to  Walker’s 
creation  of  the  49-year-old  “Beetle  Bailey” 
and  eight  other  comics,  but  to  his  founding 
of  the  International  Museum  of  Cartoon 
Art,  his  authorship  of  books  about  the  art 
and  history  of  comics,  and  other  activities 
during  his  long  career  (see  sidebar). 

But  Peters,  maintaining  the  NCS  tradi¬ 
tion  of  never  letting  an  event  get  too  serious, 
also  ribbed  Walker  about  Beetle’s  perpetu¬ 
ally  cap-covered  eyes. 

Peters  did  this  by  adding  some  fictional 
elements  to  the  honoree’s  resume.  He 
showed  pictorial  "proof’  of  how  Walker  — 
while  supposedly  assisting  other  famous 
cartoonists  —  drew  Steve  Canyon,  Dick 
Tracy,  and  Mandrake  the  Magician  with 
hats  pulled  over  their  peepers.  Peters  also 


displayed  an  alleged  Walker 
drawing  of  an  eyeless  Cathy, 
meaning  the  always  noseless  char¬ 
acter  was  left  with  nothing  above 
her  neck  but  a  mouth. 

Peters,  whose  comic  and  Dayton 
(Ohio)  Daily  News  editorial  car¬ 
toons  are  distributed  by  Tribune 
Media  Services,  joked  that  Walker 


also  created  some  strips  that  didn’t  pan  out 
—  including  “Prince  Valium”  and  “Nancy 
&  Slug.” 

Guy  Gilchrist,  who  draws  the  real 
“Nancy”  for  United  Media  and  “Night 
Lights  &  Pillow  Fights”  for  self-syndica¬ 
tion,  presented  Walker  with  a  book  filled 
with  tributes  drawn  by  cartoonists.  He  said 
many  creators,  including  himself,  have  been 
helped  and  inspired  by  Walker. 

Former  King  Chairman  and  President 
Joe  D’Angelo,  who  has  known  and  worked 


A  walk  through  Mort  Walker’s  long  career 


Bom  Addison  Morton  Walker  in  El 
Dorado,  Kansas,  on  Sept.  3,  1923  ... 
sold  first  cartoon  at  age  11  ...  became 
chief  designer  at  Hallmark  Cards  (then 
called  Hall  Brothers)  at  18  ...  drafted 
into  U.S.  Army  in  1942  ...  graduated 
from  the  University  of  Missouri  in  1948 
. . .  moved  to  New  York  to  become  a  free¬ 
lance  magazine  cartoonist  ...  had  his 
first  200  submissions  rejected  but 
became  the  country’s  top-selling  gag 
cartoonist  by  1950  ...  started  “Beetle 
Bailey”  for  King  Features  Syndicate  in 
1950  ...  comic  grew  slowly  at  first  but 
sales  picked  up  when  Beetle  moved  from 
college  to  the  Army  during  the  Korean 
War  ...  strip  now  appears  in  more  than 
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1,800  newspapers  ...  won  the  National 
Cartoonists  Society’s  (NCS)  1953 
Reuben  Award  as  cartoonist  of  the  year 
...  created  “Hi  and  Lois,”  along  with  Dik 
Browne,  in  1954  ...  Lois  is  Beetle’s  sis¬ 
ter  ...  also  created  seven  other  comics 
over  the  years  ...  served  as  NCS  presi¬ 
dent  from  1959  to  1960  ...  founded  the 
International  Museum  of  Cartoon  Art  in 
Greenwich.  Conn.,  in  1974  ...  moved 
museum  from  Rye  Brook,  N.Y.,  to  Boca 
Raton,  Fla.,  in  1992  ...  author  of  many 
books,  including  92  “Beetle”  collections, 
various  volumes  about  the  art  and  histo¬ 
ry  of  comics,  and  an  upcoming  autobiog¬ 
raphy  ...  “Beetle”  will  turn  50  next 
September.  —  Dave  Astor 


Mort  Walker,  above,  was  feted  by 
an  army  of  his  cartooning  peers. 
Beetle  Bailey,  left,  relaxes  daily  in 
more  than  1,800  newspapers. 

€>  King  Features  Syndicate 


with  Walker  for  more  than  35  years,  called 
him  “one  of  the  world’s  most  celebrated 
cartoonists.”  But  he  said  Walker’s  “crown¬ 
ing  achievement”  may  be  the  Boca  Raton. 
Fla.-based  cartoon  museum,  which  has 
more  than  160,000  original  drawings. 

“Mort,  you’ve  achieved  more  in  one 
lifetime  than  most  could  achieve  in 
two,”  D’Angelo  told  the  cartoonist. 

Walker,  76,  said  he  was  thrilled  to 
receive  the  Gold  T-Square.  He  thanked 
the  many  people  helping  him  over  the 
years,  including  early  NCSers  Gold¬ 
berg  (known  for  his  contraptions)  and 
“Terry  and  the  Pirates”/“Steve  Can¬ 
yon”  creator  Milt  Caniff,  “who  took 
me  under  their  wing  and  called  me  ‘the 
kid.’  The  only  bad  thing  they  did  was 
ask  me  to  be  NCS  presidenf’  —  at  a 
time  when  Walker  was  very  busy  with 
work  and  family  responsibilities.  But 
he  accepted  the  job. 

Walker  also  received  the  second 
Elzie  Segar  Award  of  his  career  at  the 
Dec.  4  event,  which  was  sponsored  by 
King  and  the  I-Pipe  Internet  services 
firm  (host  of  Web  sites  for  the  NCS  and 
90  NCS  cartoonists).  The  Segar  prize, 
named  after  the  creator  of  “Popeye,” 
was  created  by  King  in  1971  to  honor 
lifetime  cartooning  achievement.  ■ 

DECEMBER  11 . 1999  EDITOR  ft  PUBLISHER  39 


syndicates 


Moreover  under  way 
as  Web  aggregator 

A  company  is  offering  free  news 
headline  links  to  Web  sites. 

Moreover.com  has  signed  1,500 
sources  to  provide  its  “webfeeds,”  and 
5.500  clients  to  run  them.  Sources 
include  wire  services,  newspaper  Web 
sites,  online  magazines,  and  others. 

How  will  Moreover.com  make 
money?  A  representative  said  one  way 
will  be  to  charge  clients  who  want  cus¬ 
tomized  layout  of  the  webfeeds. 

Moreover.com  has  offices  in  San 
Francisco  and  London.  Its  CEO  is 
Nick  Denton,  former  technology  cor¬ 
respondent  at  the  Financial  Times. 

Online  syndicate 
offering  cartoons 

A  Canadian  editorial  cartoonist 
has  launched  an  online  syndicate. 

Malcolm  Mayes  of  The  Edmon¬ 
ton  (Alberta)  Journal  said  his  Arti- 
zans  iSyndicate  company  (http:// 
www.artizans.com)  enables  clients  to 
access  cartoons  online  by  subscription  or 
credit-card  entry  —  as  well  as  commission 
free-lance  work  from  creators  featured  on 
the  site.  Cartoonists  receive  up  to  65%  of 
the  revenue  split  for  syndicated  material 
and  up  to  75%  for  commissioned  work. 

Artizans  also  delivers  via  fax  and  mail. 

They’re  using  hues  to 
comment  on  the  news 

Copley  News  Service  is  offering  two  of 
its  editorial  cartoonists’  work  in  color  as 
well  as  black  and  white. 

The  pair  includes  Mike  Thompson  of  the 
Detroit  Free  Press  and  Marshall  Ramsey  of 
The  Clarion-Ledger  in  Jackson,  Miss. 


Thompson  recently  won  the  National 
Press  Foundation's  Clifford  K.  and  James  T. 
Berryman  Award  as  cartoonist  of  the  year. 

House  keeping  end 
of  Cold  War  in  mind 

The  U.S.  House  of  Representatives 
recently  passed  a  measure  first  suggested  in 
a  syndicated  column. 

Starting  in  1991,  Ben  Wattenberg  of 
Newspaper  Enterprise  Association  has  writ¬ 
ten  columns  urging  Congress  to  make  Nov. 
9  “Freedom  Day”  to  commemorate  the 
1989  fall  of  the  Berlin  Wall.  Last  month,  the 
House  passed  such  a  resolution,  417-0,  with 
the  Senate  slated  to  vote  after  the  new  year. 


Producer  committed  to 
‘Committed’  TV  series 

An  animated  TV  show  based  on  the 
“Committed”  comic  is  scheduled  to  debut 
next  June  on  the  Fox  Family  Channel  and 
Canada’s  CTV. 

Cartoonist  Michael  Fry  will  serve  as 
executive  prcxiucer  and  creative  consultant 
for  the  series,  which  is  being  produced  by 
Toronto-based  Nelvana  Ltd. 

United  Feature  Syndicate  distributes 
“Committed”  to  1 10  newspapers. 

Meals  the  ticket  for 
entering  syndication 

The  Los  Angeles  Times  Syndicate  is  dis¬ 
tributing  “Dinner  Tonighf’  from  Long 
Island.  N.Y.,  New.sday. 

Marge  Perry  provides  readers  with  daily 
menus  and  recipes,  as  well  as  a  shopping 
list.  Photos  are  included. 

‘Peanuts’  cartoonist 
released  from  hospital 

“Peanuts”  creator  Charles  Schulz  has 
been  released  from  Santa  Rosa  (Calif) 
Memorial  Hospital. 

Schulz,  77,  had  entered  the  hospital  Nov. 
16  for  emergency  abdominal  surgery,  dur¬ 
ing  which  colon  cancer  was  discovered.  He 
later  began  undergoing  chemotherapy 
{E&P,  Dec.  4.  p.  42). 

There  has  been  no  public  indication  of 
how  early  the  cancer  was  caught. 

Before  the  surgery,  Schulz  did  daily 
comics  through  the  end  of  1 999  and  Sunday 
ones  into  February.  United  Media  Director 
of  Syndicate  Promotion  Mary  Anne  Grimes 
said  United,  starting  next  month,  will  prob¬ 
ably  distribute  at  least  some  “Peanuts” 
reruns  from  the  past  five  years  as  Schulz 
recuperates.  —  Dave  Astor 


Scripps  Howard  News  Service  is 
offering  four  paginated  half-pages  that 
highlight  1999  in  news,  business,  enter¬ 
tainment,  and  sports. ...  Lora  Ottenbach- 
er  has  been  named  interactive  sales 
coordinator  for  Tribune  Media  Ser¬ 
vices.  She  joined  Tribune  Interactive  in 
1998  as  a  research  associate.  ...  Bob 
Staake,  who  does  humorous  illustrations 
for  newspapers  and  other  clients,  is 
offering  his  art  to  Web  sites  via  a  feature 
called  “The  Daily  Bob”  (http://www 
.bobstaake.com).  ...  Creators  Syndi¬ 
cate  media  columnist  Norman  Solomon 
has  won  the  George  Orwell  Award  for 
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Distinguished  Contribution  to  Honesty 
and  Clarity  in  Public  Language  from  the 
National  Council  of  Teachers  of  Eng¬ 
lish.  ...  An  editorial  cartooning  category 
has  been  added  to  the  Scripps  Howard 
Foundation  National  Journalism 
Awards.  For  the  entry  deadline  and  other 
details,  see  http://www.scripps.com 
/foundation.  ...  America  Online  (AOL) 
has  been  named  the  exclusive  online 
media  partner  for  the  2000  Take  Action 
Awards  from  the  teen-oriented  react 
magazine,  which  appears  in  223  newspa¬ 
pers.  Also,  a  Take  Action/ AOL  Innovator 
Award  will  be  presented  to  a  young  per¬ 


son  who  uses  technology  to  support  a 
cause  or  community  activism.  ... 
“Crankshaff  ’  by  Tom  Batiuk  and  Chuck 
Ayers  of  Universal  Press  Syndicate 
won  a  comic  poll  held  by  The  Trentonian 
of  Trenton,  N.J.  Runners-up  were  “For 
Better  or  For  Worse”  by  Lynn  Johnston 
of  United  Feature  Syndicate  and  “The 
Family  Circus”  by  Bil  Keane  of  King 
Features  Syndicate.  In  a  survey  con¬ 
ducted  by  The  Capital  Times,  Madison, 
Wis.,  the  top  three  finishers  were  “For 
Better  or  For  Worse,”  “Sally  Forth”  by 
Greg  Howard  and  Craig  Macintosh  of 
King,  and  “Crankshaft.” 
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FEATURES  AVAILABLE 


ANNOUNCEMENTS 


ASTROLOGY 

NEWSPAPER  APPRAISERS 

NEWSPAPER  BROKERS  I 

NEWSPAPERS  FOR  SALE 

Weekly  or  Monthly  Forecasts 
Free  link  to  our  www  brings  readers 
http://www.time-data.com 
Time  Data  Syndicate  (800)  322-5101 


AUTOMOTIVE 


WE  LL  DO  the  writing,  you  sell  the  ads! 
Enhance  your  auto  section  and  ad 
sales  with  articles  from  AUTOMOTIVE 
NEWS  and  AUTOWEEK,  the  leaders  in 
weekly  automotive  industry  reporting. 
Automotive  News  Syndicate 
Joe  Hanley  (212)  254-0890 
Fax  (212)  254-7646 


COLUMNS  AVAILABLE 


ANTIQUE  TALK 

The  Calvin  &  Hobbes  of  antique  columns 
www.antiquetalk.com 
(203)  263-2899 


ENTERTAINMENT 


''Hollywood  Behind  the  Scenes" 
Hook  readers  with  insider's  view  of 
what  stars  are  really  doing/with  photos 
E-mailed  or  US  mail  (800)  959-9977 


TALES  FROM  THE  “MOMMY  "HOOD! 
Syndicated  columnist  Deb  Di  Sandro 
(515)  222-6994.  www.slightlyoff.com 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308  /  (909)  766-761 7 


ANNOUNCEMENTS 


McGann  &  Co. 

New  and  Old  Media  projects/ventures 
jmcgann@aug.com 
(904)  826-1335 


NEWSPAPER  APPRAISERS 


1 999-2000  MARKET  VALUATIONS 
KAMEN  &  CO.  GROUP  SERVICES 
E-mail:  kevinkamenandco@aol.com 
NY  (516)  379-2797,  Tampa  (727) 
786-5930,  Fax  (51 6)  379-381 2 


APPRAISALS/'BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 


EXECUTIVE  SEARCH  EXECUTIVE  SEARCH 


Executive  Search  Con.sultants 

"Our  .AsMx;iatL's  urc  luriiici  rww  >p.ipcr  o\ecs  wiih  uvcr  7(1  vcurs 
cxpcnoiiL'c.  call  me  lor  a  conl'ulcnlial  Jiccii.ssiim  ol  your  ikwA 

Ron  Haas  &  Associates 

713-977-8955  Fax  713-977-9656 
e-mail:  rhaas@rhaa$.cnm 


www.mediainfo.com 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
123  NW  13th  St.,  Suite  214-7 
Boca  Raton,  FL  33432 


WHAT'S  YOUR  PAPER  WORTH? 
Find  Out  Today!  It's  Free! 
www.mediamergers.com 

NEWSPAPER  BROKERS 

780  Sold -Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  S. West/West 
(505)  524-0122 

John  Szefc,  Midwest  (914)  291-7367 
Michael  Bradley,  Northeast 
(508)  563-2335 


BILL  MATTHEW  COMPANY 
conducts  professional,  confidential 
negotiations  for  sale  and  purchase  of 
highest  quality  daily  and  weekly  news¬ 
papers  in  the  country.  Before  you  con¬ 
sider  sale  or  purchase  of  a  property, 
you  should  call  (727)  733-8053  or  write 
Box  3129.  Cleanwater  Beach,  FL  34630 
No  obligation  of  course. 

DORMAN  E.  CORDELL 
Specialty  Enterprises,  Inc. 

1 3240  Peyton  Drive 
Dallas,  TX  75240 
(972)  960-0096 


Leader  in  Sale 
of  Community 
Newspapers 


Chi‘ck  (iur  References 

(214)265-9.300  Ted  Rickenbacher 
Rickenbacher  Media 

(vTl  Ik-sto  Dr  ,  Dalla.s.  TX  "225 
www.rickcnliacTK-rnicdia.com 


JMPC,  Est.  1983,  sells  community, 
suburban,  niche,  daily,  and  weekly 
newspapers,  in  90-120  days.  Phone 
(614)  889-9747.  http://www.jmpc.net 


PHILLIPS  PROPERTIES,  INC. 
Consultants  -  Investments 
Management  -  Brokers 
RO.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


MICHAEL  D.  LINDSEY 
Experienced  —  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003,  Fax  (307)  772-0004 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Affiliated  with  Mel  Hodell 
Nationwide  Sales,  Acquisitions,  Mergers 
5196  Benito  St,  #1 1 ,  Montclair,  CA  91763 
(909)  626-6440,  Fax  (909)  624-8852 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554,  Fax  (404)  364-6533 
Lon  W.  Williams 


NEWSPAPERS  FOR  SALE 


LISTING  OF  THE  MONTH: 
ILLINOIS  FREE  WEEKLY 
Grossing  $330,000.  Priced  to  sell! 
Call  or  write  for  a  listing  newsletter! 
NATIONAL  MEDIA  ASSOCIATES 
EDWARD  ANDERSON,  BROKER 
RO.  BOX  2001,  BRANSON.  MO  6561 5 
(417)336-3457 

OR  E-MAIL:  BROKERED1@AOL.COM 


PROFITABLE  WEEKLIES  FOR  SALE 
in  Midwest:  Iowa,  Kansas,  Missouri 
and  Georgia.  For  free  list  E-mail 
Journ@worldnet.att.net 
or  call  Dennis  Herrick,  Skogman 
Commercial  Services  (319)  363-8286. 


FOR  CURRENT  LISTINGS 
GOTO 

www.cribb.com 


NEWSPAPER  BROKERS 


FOR  A  LIST  OF 
Publications  For  Sale  Go  To ... 
wvvvv.mediamergers.com 


TEXAS  county  seat  weeklies,  others. 
Free  list.  Bill  Berger,  ATN,  1801 
Exposition,  Austin,  TX  78703-2833. 
(512)  476-3950 


PARK  CITY  UTAH. 

Biweekly  community  newspaper  in 
Utah's  wealthiest  and  fastest  growing 
county.  Contact  Rick  (801 )  359-8880. 


WEST,  county  seat/exclusive  weekly 
newspapers  with  press.  55%  popula¬ 
tion  growth  in  last  eight  years,  $1.2 
revenues,  $350,000  cash  flow  to 
working  owners.  This  is  a  good  one. 

John  T.  Cribb  (406)  586-6621 
E-mail  jcribb@imt.net 

NEWSPAPERS  WANTED 

FACKELMAN  NEWSPAPERS  SEEKS 
to  add  quality  publications  to  our  fam¬ 
ily  of  community  newspapers.  Think¬ 
ing  of  selling?  Please  consider  us. 
Cash  or  terms.  Confidential.  Call  Marc 
A.  Richard  (850)  785-7709  or  mail  Box 
2265,  Panama  City,  FL  32402. 


NEWSPAPER  BROKERS 


Confidential  Appraisal 
for  Estate,  ESOP, 
Partners,  Bank.  Tax, 
Stock,  Assets 

Bolitho-Cribb 
&.  Associates 

Publication  Brokerage 
&  Appraisals 
est.ig23 

We  have  sold 
thousands  of 
publishing  companies 
since  1923 

Please  call  us  to  discuss  your  options  in  a  sale 

John  Cribb 
406-586-6621 
104  E.  Main,  Suite  402, 
Bozemari,  MT  5971 5 
jcribb@init.net 


Jim  Hicks 
307-684-9407 
336  US  16  East, 
Buffalo,  WY,  82834 
jfhiclcs@trib.com 


Tom  Karavakis 
941-403-4133 
268  Edgemere  Way  E., 
Naples,  FL  34105 
tokis@  mindspring.com 


For  a  listing  of  publications  for  sale,  go  to  www.cribb.com 


EDITOR  &  PUBLISHER  DECEMBER  11.  1999 
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PUBLICATIONS  FOR  SALE 


•  Central  California  Coast:  Multi- 
Day  Newspaper  -  with  press.  FY 
'99  gross  overSIM. 

•  Northern  California:  2  Weeklies  - 

One  staff,  gross  $500K.  Near  ocean 

•  Business  Magazine  -  Monthly, 
serves  high  demographic  market. 
'99  CF  projection  $200K. 

•  6-Nameplate  GP.  Suburban  Com¬ 
munity  Newspapers  -  3  semi¬ 
monthlies,  1  monthly,  2  monthly 
regional  specialty  publications.  '98 
gross  $800K-t- .  Positive  CF. 

•  Small  Weekly.  Mountain  area.  '98 
gross  $78K. 

Mel  Flodell.  Broker.  More  listings  coming 

Gregg  K.  Knowles,  Exclusive  Agent 
(909)  626-6440,  Fax  (909)  624-8852 

www.media-broker.com 


CAMERA  &  DARKROOM 


NO  NONSENSE  50"  WEB 
SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)372-0372 


FERAG  EQUIPMENT 


FERAG  MULTI  CELL 
STACKER  COMPLEXES 
FOR  SALE 

Contact:  John  Wills 

Phone:  (516)  843-3003 
Fax:  (516)  843-2280 


MELVILLE,  NY 


MAILROOM 


NEWSTEC,  INC. 

Specializing  In  SLS/Muller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 

Terry  Connors,  Director  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 

PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817.  Fax  (770)  590-7267 

ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 
(256)  997-9355  Fax  (256)  997-9656 

MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)  273-5218  Fax  (407)  273-901 1 


MAILROOM 


LARGE  GROUP  OF  1 992  QUIPP 
CONVEYOR  COMPONENTS 
(stream,  floor,  stackers) 

Muller  227  Inserters/Pockets 
Kansa  480  Inserters 
MID-AMERICA  GRAPHICS,  INC. 
(800)  356-4886,  Fax  (816)  887-2762 


A  Brief  Description  of  Presses 
iniand  is  Currentiy  Offering 

GOSS 

•  Add-on  GOSS  URBANITE  units, 
folders,  upper  formers,  motors  and 
drives. 

•  GOSS  URBANITE  tri-color  unit  with 
1 0-side  color  deck  (U-807) . 

•  4-unit  GOSS  COMMUNITY  SC 
press  with  SC-513  folder  &  60HP 
drive. 

•  3-unit  GOSS  COMMUNITY  press 
with  Community  folder  and  grease 
lubricated  units. 

•  Add-on  GOSS  SSC,  SC  &  COM¬ 
MUNITY  units  (floor  position  or 
stacked  position),  folders,  upper 
formers,  press  drives  and  roll 
stands. 

•  Stacked  set  of  GOSS  SUBURBAN 
1 500  series  units. 

HARRIS 

•  5-unit  HARRIS  VI 5C  with  JF7  &  30 
HP  drive,  1981  vintage,  available 
November,  1 999. 

•  4  HARRIS  VI 5C  units  (converted  to 
VI 5D),  mid  '70s  vintage. 

•  5-unit  HARRIS  VI 5A  press  with  JF7 
&  30  HP  drive  (ductor  style  units). 
Available  February,  2000. 

KING 

•  4-unit  NEWS  KING  with  KJ6  and  2 
stacked  sets  of  units,  late  '60s,  very 
good  condition  for  its  age. 

•  4-unif  NEWS  KING  with  KJ6  and  30 
H.R  motor  and  drive.  Can  be  seen 
in  operation  and  will  be  available 
February,  2000. 

MISCELLANEOUS 

•  Model  News  90  Signode  Tyers, 
Model  2000  Idab  Stackers  & 
Stewart  Glapat  Cor  Truck  Loaders. 

Inland  Newspaper 
Machinery  Corporation 
For  a  complete  list  of  presses. 
(800)  255-6746  or  (91 3)  492-9050 
www.inlandnews.com 


DON'T  SELL  YOUR  PRESS 
Until  You  Contact 
Newman  International,  L.L.C. 

Web  Press  Sale 

"Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 

PRESSES  WANTED;  HARRIS  V25 
V22  VI 5A  VI 5D  or  845;  KING  Process 
Color  or  Daily;  GOSS  Community 
Urbanite  Metro;  SOLNA  D30  C96 

Tel:  (913)  648-2000 
Fax:  (913)  648-7750 


MOST  EXTENSIVE  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 

PRESS  FOR  SALE 
1 3-unit  Goss  Community  SC/SSC 
comprised  of  1 -three  high,  3-two 
highs,  4  mono  units.  Equipped  with 
pneumatics,  brush  dampening  and 
motorized  comps.  Clean  &  in  excellent 
condition.  Can  be  seen  running. 
Inter-Continental  Graphics  Inc. 

(941)  561-6401  inter@sprintmail.com 


PRESSES 

Goss  3:2  Folders  23  9/1 0 ",  22  3/4”, 
22”,  21  1/2”,  21“ 

New  or  Rebuild  Goss  R.T.P  42”  +  45“ 
Goss  Y  columns  all  sizes 
Goss  Metro  Units 
Harris  1650  folder  22  3/4” 

Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 


Quality  Used  Equipment: 

•  21  1/2“  Heatset  Package 

•  21  1/2”  Goss  SSC  Folders  (2) 

•  21  1/2“  Goss  SSC  Four  High  Unit 

•  22  3/4”  Goss  SSC  Unit  (Rebuilt) 

GLOBAL  SINGLEWIDTH  SALES 
Call  (630)  876-9977 
Fax  (630)  876-9972 

USED  PRESSES 

Let  us  help  you  through  the  process. 
Sales  •  Rebuilding  •  Cylinders 
Installalion  •  Service 

MOUNTAIN  STATES,  INC, 

(800)  257-3045 

5-UNIT  WEB  LEADER,  1 982 
Spent  $60M  upgrading  in  1998.  Very 
clean.  Ran  in  small  weekly.  $49,500. 
(815)  877-4044 


COMMERCIAL  PRESSES/AUXILIARIES 
Brush  Dampener  Conversions 
(815)  648-461 1 ,  Fax  (81 5)  648-2856 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL TABER 
(770)  552-1 528,  Fax  (770)  552-2669 


WANTED  TO  BUY 


BUYING  news  photos,  sports,  politics, 
personalities,  events.  Any  quantity, 
anywhere.  Call  Jim  1  (800)  872-9990. 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-5817,  Fax  (770)  590-7267 

WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitchers/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 
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CIRCULATION  SERVICES 


TELEMARKETING  PROFESSIONALS  Inc 
Coast  to  Coast  Telemarketing 
Over  25  years  of  experience 
to  the  Newspaper  Industry 
Our  quality  is  second  to  none 
Al  Schreibman  (800)  830-3776 


HEADLINE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

NEW  SUBSCRIPTION  GENERATION 
STOP  SAVER  & 
VERIFICATION  PROGRAMS 

Programs  tailored  to  meet  your  needs. 
Professional  representation 
that  you  demand. 

COMPARE!  Test  Programs  Available 

E-mail  Hdline1@aol.com 
for  a  list  of  references. 

Dennis  McQuillan 
(800)  260-9823 


MARKETING  PLUS  INC. 
Telemarketing  specialists  in  circula¬ 
tion  development.  Custom  programs 
for  any  size  publication.  State  of  the 
art  predictive  dialer.  We  have  many 
years  of  experience  delivering  Qual¬ 
ity  plus  Quantity  sales!  Phone  (732) 
738-5100,  Fax  (732)  738-5115 
E-mail  JanMont@Earthlink.com 

PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  940-2200 
www.thepisagroup.com 


PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 


III  1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)  550-1515 

E-mail:  mns1@metro-news.com 
www.metro-news.com 


!!!!  ONE  ALTERNATIVE  FOR 
PRUDENT  NEWSPAPERS  III! 
Circulation  Development,  Inc. 
Teleservices  For  Newspapers 
(800)  247-2338 
www.circulation.net 

BLENKARN  TELEMARKETING 

•  Auto  pay  experts 

•  Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff  (800)  218-6731 

TELE  DIRECT  MARKETING,  INC. 
(912)  226-6100,  Fax  (912)  226-5414 
“newspaper  telemarketing  experts” 
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CIRCULATION  SERVICES 


CIRCULATION  SERVICES 


CIRCULATION  SERVICES,  INC. 

The  Prepaid  Subscription  Telemarketing  Leader 
Consistently  Over  30%  Paid  in  Advance 
Wishing  You  and  Yours  a  Joyous  Holiday  Season 
and  a  Healthy  and  Happy  New  Year! 

Andy  Orr  1  -888-343-0470  x  1 06 
www.circulationservices.com 
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ADMINISTRATIVE 


GENERAL  MANAGER 
BUSINESS  WEEKLY 


CIRCULATION  SERVICES 


SPECTRUM  MARKETING  SERVICES 
A  teleservice  solution  for 

•  Cold-call  projects 

•  Stopsaver  projects 

•  Up-grade  projects 

Call  Doug  Reese  at  (800)  972- 


Aggressive,  Product  Orientated 
Outbound  Telemarketing  Solutions 

Northwest  Circulation  Sales.  Inc. 

A  Full  Business  Partner 
(877)  540-8754 

COMPUTER  SOFTWARE 


SOFTWARE  for  AR,  classifieds, 
scheduling  &  circulation.  Fake  Brains, 
Phone  (303)  791-3301 
http://www.fakebrains.com 

EDITORIAL  SERVICES 

COPYEDITING,  PROOFREADING, 
TYPING,  TAPE  TRANSCRIBING. 
Great  references,  low  rates,  quick 
turnaround.  All  work  done  off-site. 
Call  Mrs.  Cohen  (212)  873-2916  or 
cilantro@interport.net 

MARKET  RESEARCH 

raveabouL"  ravenhart 
Consultancy  &  Information  Services 
raveabout@hotmail.com 

CIRCULATION  SERVICES 


PRESSROOM  SERVICES 

DO  YOU  NEED  HELP  ON  YOUR 
ELECTRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide: 

New  or  used  drive  motors  and  consoles 
for  single  or  double  width  presses. 
Also;  Parallel  drives,  horsepower 
upgrades  or  new  AC  Drive  Con¬ 
versions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908,  24  hour  line 
(505)  842-1357 
RO.  Box  1952 
Albuquerque.  NM  87103 


PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2 1 1 0 

PUBLISHER  CONSULTANTS 

CRADICK  &  MINIE.  Confidential 
Consultants  to  Publishers.  70  years 
combined  industry  experience.  (888) 
41 4-5038  or  mminie5382@aol.eom 

CIRCULATION  SERVICES 


_ ACADEMIC _ 

FOOD  SAFETY  COMMUNICATIONS 
SPECIALIST 

Washington  State  University,  Seattle, 
WA.  Full-time,  Administrative  Pro¬ 
fessional.  Starts  July  1,  2000. 
Responsibilities:  Publicity  on  food 
quality  and  safety.  Required: 
Master's  degree  and  training  in  jour¬ 
nalism  and  biological  science,  expe¬ 
rience  in  mass  media,  use  word  pro¬ 
cessing,  E-mail  and  Internet. 
Desired:  Ability  to  work  with  news 
media,  legislative  and  public  policy 
issues  related  to  food  systems.  For  com¬ 
plete  responsibilities,  requirements  and 
desired  qualifications,  see  WWW  post¬ 
ing  at  http://cahenews.wsu.edu/ 
safefood.htm  or  contact  Terence 
Day.  Applications;  Screening  begins 
Jan  14,  2000,  continues  until  filled. 
Send  letter  of  application;  resume; 
names,  address,  phone  numbers  of 
three  references  to  Terence  L.  Day, 
WSU,  RO.  Box  646244.  Pullman,  WA 
99164,  phone  (509)  335-2863, 

fax  (509)  335-2863 
terence@wsu.edu 
EOE/AA/ADA 

TENURE  TRACK  ASSISTANT 
professor  of  journalism.  To  teach  from 
among  these  courses:  newswriting, 
feature  writing,  editing,  page  design, 
promotional  writing,  photo  journalism. 
Load  nine  semester  hours.  M.A.  and 
substantial  newsroom  experience 
required.  Start  August  16.  Send 
resume,  names/addresses/phones  of 
3  references  to  Jack  Simms,  interim 
head,  320  Tichenor  Hall,  Auburn  Uni¬ 
versity,  AL  36849-5206.  Review  of 
applications  will  begin  Jan.  21  and  will 
continue  until  a  candidate  is  recom¬ 
mended  for  appointment.  Auburn  Uni¬ 
versity  is  an  equal  opportunity  affirma¬ 
tive  action  employer.  Minorities  and 
women  are  encouraged  to  apply. 

See; 

www.auburn.edu/academic/liberal_arts/ 

journalism 

WESTERN  WASHINGTON  UNIVERSITY, 
Journalism  Department,  Bellingham 
WA:  Non-tenure-track  positions  in 
News-Editorial  starting  9/16/2000. 

Call  (360)  650-3252 
or  see  www.wwu.edu/~journal 
For  full  details  AA/EEO 


ADMINISTRATIVE 


TARGET  MEDIA  PARTNERS, 
one  of  the  nation's  fastest  growing 

companies  in  the  weekly  publishing 

industry,  has  immediate  openings  for 

qualified  individuals  to  join  our  team. 

We  seek  individuals  with  a  minimum 

of  five  years  experience  as  a  General 

Manager  or  District  Manager.  The 

qualified  candidates  will  train  in  one 

of  our  offices  for  6  to  9  months  and 

they  must  be  willing  to  relocate  to 

operate  their  own  branch  location. 

We  offer  competitive  compensation 

package  including  base  salary, 
bonus,  comprehensive  health  insur¬ 

ance,  paid  vacation  and  401  (k)  pro¬ 
gram.  Send  resume  and  cover  letter 
to:EDL,1921  Stonebrook  Drive,Knox- 

ville,  TN  37923. 


New  Las  Vegas  business  publication 
seeks  a  sales-oriented  general  man¬ 
ager  candidate  with  skills  in  start¬ 
ups.  We  are  a  stable  and  diverse 
magazine  and  newspaper  company 
with  a  long  history  in  southern 
Nevada,  and  a  substantial  commit¬ 
ment  to  our  people  and  our  market. 
Outstanding  lifestyle  and  climate.  In 
our  strong  local  economy,  this  is  an 
exceptional  opportunity  to  help 
design  your  own  success.  Excellent 
benefits  program.  Resume  and  cover 
letter  to: 

Bruce  Spotleson 
Greenspun  Media  Group 
2290  Corporate  Circle  Drive.  #  250 
Henderson,  NV  89014 
E-mail:  Bruce@vegas.com 


PUBLISHER 

We  are  seeking  a  dynamic,  experi¬ 
enced  individual  to  lead  a  talented 
group  of  people  at  The  Daily  Gate 
City,  a  five  day  newspaper  in 
Keokuk,  Iowa.  This  is  not  an  office 
job,  but  it  is  a  unique  opportunity  for 
someone  with  a  strong  advertising/ 
marketing  background  and  superb 
people  skills.  If  you  enjoy  communi¬ 
ty-interaction,  and  would  like  to  work 
and  live  in  a  historic  town  on  the 
Mississippi  River,  contact  us.  The 
Gate  City  is  part  of  a  unique  cluster 
of  publications  in  the  market.  We 
offer  a  competitive  salary  and  bonus 
program,  benefits  package.  Join  the 
BrehmCommunication'sfamily  of  com¬ 
munity  newspapers  today.  We're  peo¬ 
ple  oriented.  Send  your  resume  to: 

General  Manager 

Brehm  Communications  RO.  Box  28429 
San  Diego,  CA  921 98 


BUSINESS  MANAGER 
The  Beloit  (Wl)  Daily  News  is  seek¬ 
ing  a  Business  Manager  for  its  oper¬ 
ation  in  beautiful  southern  Wiscon¬ 
sin.  Full  charge  accountant  capable 
of  overseeing  H/R,  A/R,  Collections. 
A/R  Payroll  Taxes  and  General 
Ledger  to  financial  statements. 
Knowledge  of  Great  Plains  Dynamics 
accounting  software  helpful.  Should 
be  proficient  in  Excel.  A  minimum  of 
5  years  experience  in  newspaper  or 
related  field  is  required.  We  are  part 
of  The  Hagadone  Corporation  of 
Coeur  d'Alene,  ID,  with  several 
dailies,  weeklies  and  shopper  pub¬ 
lications.  Please  send  resume  and 
cover  letter  to: 

Kent  Eymann,  Publisher 
Beloit  Daily  News 
1 49  State  Street,  Beloit,  Wl  5351 1 
keymann@beloitdailynews.com 
All  inquiries  held  in  strict  confidence 
EOE 


Please  contact  us  for : 
contact  rates,  display  ad  copy  specifications 
and  procedures 

- 888.82S.9 149 - 
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HELP  WANTED 


ADMINISTRATIVE 


THE  MAYNARD  INSTITUTE  SEEKS 
a  Director  of  Programs.  Duties 
include  develop  curriculum  for  man¬ 
agement  and  editing  training  with 
diversity  emphasis,  recruit  faculty, 
enroll  participants,  evaluations, 
budgeting  and  overall  management. 
Need  background  in  journalism,  staff 
supervision  and  journalism  training, 
strong  communication  skills,  experi¬ 
ence  working  with  different  levels  in 
news  organizations,  and  cross¬ 
media  experience.  Extensive  travel. 
Salary  and  benefits  competitive. 
Send  letter  of  application,  resume 
and  3  references  to  Executive 
Search,  Maynard  Institute  for  Jour¬ 
nalism  Education,  1211  Preservation 
Park  Way,  Oakland,  CA  9461 2. 
www.maynardije.org 


ADVERTISING 


ADVERTISING  OPERATIONS 
MANAGER 

Ready  to  take  your  career  to  the  next 
level  in  one  of  Newsweek  Maga¬ 
zine's  iTop  10  Hottest  Tech  Cities?? 
Would  you  mind  living  in  the  city 
named  #2  in  Money  Magazine's 
iBest  Places  to  Live??  Have  both  finan¬ 
cial  analysis  and  systems  manage¬ 
ment  experience?  Then  you  could 
be  the  candidate  we  seek  to  fill  an 
innovative  new  position  at  the  Austin 
(Texas)  American-Statesman.  Report¬ 
ing  to  the  Vice  President  of  Advertis¬ 
ing,  the  Advertising  Operations  Man¬ 
ager  will  be  responsible  for  financial 
analysis  and  budgeting,  creative  ser¬ 
vices,  ad  make-up  and  quality 
improvement  processes,  as  well  as 
sales  force  automation.  Will  work 
closely  in  collaboration  with  advertis¬ 
ing  managers  as  well  as  other  news¬ 
paper  departments  such  as  ITS, 
Accounting,  and  Marketing.  Qualified 
candidates  will  bring  3-5  years  of 
experience  leading  both  financial 
and  technical  teams,  along  with  solid 
problem  solving  and  negotiation 
skills  to  this  key  role.  Please  submit 
your  resume  with  cover  letter  sum¬ 
marizing  your  qualifications  to: 

Advertising  Operations  Manager 
Human  Resources 
Austin  American-Statesman 
RO.  Box  670,  Austin,  TX  78767 
You  may  instead  E-mail  to: 

aa-sjobs@statesman,com  or 
Fax  to  (51 2)  445-3883 
Pre-employment  drug  test  and  back¬ 
ground  required.  EOE 


AD  DIRECTOR/SALES  MANAGERS 
Visit  www.marks-ferber.com  for  cur¬ 
rent  list  of  top  career  opportunities. 


SALES  MANAGER.  Dynamic  weekly 
newspaper  in  Colorado  Springs 
seeks  display  advertising  manager 
to  lead  and  motivate.  Experience 
must  include  creating  sales  materials, 
starting  special  projects. 

Send  resume  to: 

Box  01133,  Editor  &  Publisher. 

1 51 5  Broadway.  1 2th  FI,  NY,  NY  1 0036 
Equal  Opportunity  Employer 


ADVERTISING 


THE  OBSERVER  DISPATCH  (50,000 
daily  60,000  Sunday)  seeks  an  experi¬ 
enced  retail  ad  manager  for  our 
national  major  and  local  sales  force. 
Duties  include  budgeting  revenues,  hir¬ 
ing  and  motivating  a  sales  force  of  21 , 
We  are  located  at  the  foothills  of  beau¬ 
tiful  Adirondacks  and  upstate  NY.  Com¬ 
petitive  salary,  bonus  and  benefits 
(401  (k)  and  retirement  plan).  Send  let¬ 
ter,  resume  and  salary  requirements  to 
Human  Resources,  Observer-Dispatch 
221  Oriskany  Plaza,  Utica,  NY  13501 . 
ykriz@utica.gannett.com 


ADMINISTRATIVE 


ADVERTISING 


ADVERTISING  DIRECTOR 
Business  Journal  in  high  growth- 
market  seeks  hands-on  advertising 
professional  to  lead  our  sales  team 
to  the  next  level.  High-energy  idea 
person  needed.  Excellent  salary, 
bonus  and  commissions.  401  (k), 
vacations,  full  medical,  etc.  Equity 
position  negotiable.  Respond  with 
resume  and  salary  history  to: 

Advertising  Director  Search 
GSA  Business  Journal 
1 204B  East  Washington  Street 
Greenville,  SC  29601 


ADMINISTRATIVE 


Knight  Ridder,  the  nation's  second-largest  newspaper  publisher,  is 
accepting  applications  for  Manager  of  Sales  Training  and 
Development  and  Director  of  Recruiting. 


Corporate  Director  of  Recruiting 

The  Director  of  Recruiting  is  a  strategic  partner  working  with  local  and  corpo¬ 
rate  leaders  to  establish  company-wide  recruiting  strategies  to  bring  the  best 
talent  available  to  our  newspaper  companies  and  corporate  Knight  Ridder. 
Must  be  able  to  identify  high-potential  candidates  through  print,  online 
employment  advertising,  networks,  job  banks,  job  fairs,  colleges  and  search 
firms,  then  pre-screen,  interview  and  track  them  as  necessary. 

The  successful  candidate  will  possess: 

•  A  B.A.,  preferably  in  Human  Resources  or  closely  related  field  (e  g.  marketing) 

•  Strong  knowledge  of  recruiting  networks  and  employment  processes;  gen¬ 
eral  knowledge  of  other  areas  of  Human  Resources 

•  Experience  in  communication  or  media  industry  preferred 

•  Excellent  leadership  ability,  strong  communication  and  interpersonal  skills 

•  Strategic  thinking  and  planning,  collaborative,  results-driven,  creative 

•  Ability  to  thrive  in  a  fast-paced  team  environment,  including  travel 
Competitive  compensation  package  includes  bonus  and  excellent  benefits. 
E-mail  or  fax  resume  to: 

Marlys  Beto 
Fax  (408)  938-7755 
E-mail:  mbeto@knightridder.com 


Corporate  Manager  of  Sales  Training  and  Development 

Based  In  the  heart  of  Silicon  Valley  in  San  Jose,  CA,  you  will  assess  needs, 
plan,  develop,  conduct  and  manage  a  variety  of  business-aligned  sales  and 
sales  management  training  initiatives  for  advertising,  circulation  and 
customer  service.  You  will  consult  to  top  business  leaders  at  Knight  Bidder's 
31  daily  newspapers  on  learning  needs  and  integrate  local  training  with  Cor¬ 
porate-sponsored  programs.  Plus,  you  will  assist  your  colleagues  with  recruit¬ 
ment  and  retention/career  development  of  key  and  high  potential  sales  and 
marketing  professionals. 

The  successful  candidate  will  possess 

•  A  B.A.  plus  in-depth  knowledge  of  sales,  sales  management  and  training; 
advanced  degree  a  plus 

•  An  outstanding  track  record  of  at  least  five  years  in  sales,  sales  manage¬ 
ment:  experience  in  sales  training  preferred 

•  Communication,  facilitation,  internal  consulting  and  influencing  skills 

•  Administrative,  management  and  analytical  skills 

•  Ability  to  solve  problems  and  make  decisions  autonomously;  sound  judgment 

•  Ability  to  apply  latest  adult  learning  methods  and  concepts 

•  Ability  to  thrive  in  a  fast-paced,  high-volume  environment  including  travel 
Competitive  compensation  package  includes  bonus  and  excellent  benefits. 
E-mail  or  fax  your  resume  to: 

Jennifer  Ho 
Fax:  408-938-7755 
Email:  jho@knightridder.com 


Knight  Ridder 

50  W.  San  Fernando  St.,  Suite  1200 
San  Jose,  CA  95113 
An  Equal  Opportunity  Employer 
www.kri.com 


ADVERTISING 


AD  SERVICES  ASSISTANT  MANAGER 
The  Syracuse  Newspapers  is  seeking 
an  assistant  manager  to  supervise  the 
ad  production  and  creative  services 
workflow  in  our  award-winning  Ad 
Services  Department.  Responsiblities 
include  assigning  and  coordinating 
the  production  of  ads,  spec  ads,  sales 
and  promotional  materials;  research¬ 
ing  and  resolving  production  prob¬ 
lems;  directing  digital  ad  flow  to  a 
Harris  pagination  system;  overseeing 
digital  asset  management.  You  will 
work  closely  with  sales  staff,  produc¬ 
tion  specialists  and  artists  to  assure 
efficient  and  effective  sales  support 
services.  The  ideal  candidate  should 
be  a  leader  with  exceptional 
interpersonal,  organizational  and  time- 
management  skills.  Must  have  a  work¬ 
ing  knowledge  of  QuarkXPress  or 
Multi  Ad  Creator,  Photoshop  and 
Acrobat  as  well  as  design  and  produc¬ 
tion  experience  in  a  Macintosh  environ¬ 
ment.  We  are  looking  for  a  proven 
problem  solver  who  can  handle  multi¬ 
ple  projects  at  once  and  work 
accurately  in  deadline  situations.  We 
offer  competitive  salary,  excellent 
1 00%  employer-paid  insurance  (includ¬ 
ing  medical,  dental  and  vision),  401  (k) 
and  pension  plans,  tuition  assistance, 
on-site  wellness  programs,  paid  vaca¬ 
tion.  casual  Fridays,  state  of  the  art 
technology,  and  Employee  Mentoring 
Program.  To  apply;  Applications  can 
be  obtained  Monday-Friday,  7  a.m.-6 
p.m.  at 

The  Syracuse  Newspapers. 

Clinton  Square 
or  submit  resume  to: 

AD  #282,  The  Syracuse  Newspapers, 

PO.  Box  491 5,  Syracuse,  NY  13221  or 
E-mail:  mrodriguez@syracuse.com 


THE  PALM  BEACH  POST 
REAL  ESTATE  ADVERTISING  MANAGER 
The  successful  candidate  will  have  3 
years  experience  in  advertising  man¬ 
agement,  computer  proficient  with 
word  processing  and  spreadsheets 
and  excellent  verbal  and  written 
skills.  Responsibilities  include  direct¬ 
ing  the  operations  of  the  classified 
real  estate  advertising  sales  staff  and 
generating  advertising  within  the  real 
estate  category.  Apply  to: 

HR,  The  Palm  Beach  Post 
RO.  Box  24700 
West  Palm  Beach,  FL33416 
Orfax  (561)  820-4192 
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HELP  WANTED 


ADVERTISING 


MANAGER  OF  PROCESS  PLANNING 
AND  OUALIPi' CONTROL 
The  Washington  Post  is  seeking  a 
Manager  of  Process  Planning  and 
Quality  Control  for  our  Advertising 
Department.  Duties  include  devel¬ 
oping  and  implementing  performance 
metrics  for  the  advertising  order  fulfill¬ 
ment  and  production  process;  provid¬ 
ing  centralized  measurement  control 
of  the  advertising  process;  implement¬ 
ing  customer  satisfaction  measures; 
developing  standard  operating  proce¬ 
dures;  and  performing  productivity 
and  workflow  analyses.  The  overall 
goal  is  to  improve  the  quality  and 
accuracy  of  the  advertising  service  and 
production  processes.  The  successful 
candidate  will  have  demonstrated 
excellence  and  leadership  in  project 
management;  a  track  record  of  produc¬ 
ing  results  through  the  use  of  per¬ 
formance  metrics;  knowledge  of  quality 
tools  and  models;  experience  in  pro¬ 
ductivity  and  workflow  analysis;  and 
strong  critical  thinking,  diagnostic  and 
problem-solving  skills.  An  advanced 
degree  in  Operations  Management  or 
related  field  highly  desired.  Experience 
in  publishing  helpful  but  not  required. 
The  Washington  Post  is  a  dynamic  and 
rewarding  place  to  work.  In  addition  to 
competitive  salaries,  we  offer  a  variety 
of  training  opportunities  and  an  ex¬ 
cellent  benefits  package  that  includes 
health/dental,  life  and  disability  insur¬ 
ance.  FSA/dependent  care,  tuition  reim¬ 
bursement,  401  (k)  matching  and  com¬ 
pany  funded  pension  plan.  Please  mail 
your  resume  and  salary  requirements 
to; 

The  Washington  Post 
Attn:  Personnel/MLyEH 
11 59  15th  Street,  NW 
Washington,  DC  20071 
We  are  committed  to  diversity  in  the 
workplace  and  promote  a  drug-free 
environment 


ADVERTISING  DIRECTOR 
The  Times  Leader,  a  Northeastern 
Pennsylvania  50,000  daily  newspaper, 
is  looking  for  a  creative,  imaginative, 
experienced  Individual  to  lead  its 
advertising  operation.  Candidate  must 
be  an  innovator  and  developer  of  peo¬ 
ple  who  can  implement  successful 
programs  designed  to  improve  growth 
fn  advertising  revenue.  Competitive 
salary,  bonus  and  flexible  benefits  pro¬ 
gram.  Reply  with  resume  and  com¬ 
pensation  history  to: 

Colleen  Wateski,  Personnel  Director, 
The  Times  Leader,  1 5  North  Main  St. 

Wilkes-Barre,  PA  1871 1 


ADVERTISING  MANAGER  for  Hobbs 
News-Sun,  an  award  winning  daily  in 
sunny  southeast  New  Mexico.  Would 
be  willing  to  hire  an  advertising  sales 
person  ready  to  become  an  advertis¬ 
ing  manager.  Full  benefit  package. 
Great  pay  based  on  experience. 
Please  fax  resume  and  salary  require¬ 
ments  to  Kathi  Bearden  at: 

(505)  393-5724  or  E-mail 
bearden@leaconet.com 

www.mediainfo.com 


ADVERTISING 


CLASSIFIED  MANAGER 
The  Napa  Valley  Register,  a  20,000 
paid  daily,  is  seeking  a  leader  for  its 
classified  team.  Responsibilities  include 
management  of  commercial  classified 
sales  team  and  inside  sales  staff, 
development  of  creative  advertising 
programs,  promotions  and  bonus  pack¬ 
ages.  Qualified  candidates  must  have  a 
proven  sales  management  background 
with  experience  in  classified  newspa¬ 
per  sales,  be  goal  oriented,  responsive 
to  change  and  challenges  and  possess 
skills  necessary  to  motivate  and  man¬ 
age.  We  offer  a  competitive  salary  and 
bonus  compensation,  an  excellent  bene¬ 
fits  package.  Interested  candidates 
should  submit  resume  and  cover  letter 
by  December  31.1 999  to: 

Napa  Valley  Register, 

Attn.  Ad  Director, 

RQ.  Box  150,  Napa,  CA  94559. 

Equal  Opportunity  Employer 


DISPLAY  ADVERTISING  MANAGER 
The  State  Journal-Register  is  seek¬ 
ing  an  experienced  display  advertis¬ 
ing  manager  to  oversee  its  Retail, 
National  and  Co-op  sales  staffs.  The 
ideal  candidate  must  be  an  aggressive 
professional  with  a  Bachelor's  degree 
who  can  train  and  motivate  the  Dis¬ 
play  sales  team.  Prior  experience 
involving  goal  setting,  performance 
appraisal  and  development  of  sales 
representatives  is  essential.  Also,  a 
solid  sales  and  contract  negotiations 
track  record  with  major  accounts  is  a 
must.  The  job  further  requires  skills 
necessary  for  developing  operating 
budgets  and  achieving  revenue 
goals.  We  offer  a  competitive  salary, 
bonuses  and  excellent  benefits.  The 
State  Journal-Register,  the  oldest 
newspaper  in  the  state  of  Illinois,  has 
a  daily  circulation  of  61,000  and 
71 ,000  on  Sunday. 

For  consideration,  please  mail  or  fax 
your  resume. 

The  State  Journal-Register 
One  Copley  Plaza,  PO.  Box  219 
Springfield,  IL  62705-021 9 
Fax  (217)  788-1553 


ADVERTISING  DIRECTOR 
The  Daily  Journal/Daily  Messenger, 
12M  circulation  (Tues-Sat)  pub¬ 
lications  located  in  the  Clemson/ 
Upstate  area  of  SC,  has  an 
immediate  opening  for  an  Advertis¬ 
ing  Director.  We  are  seeking  a  can¬ 
didate  with  a  least  five  years  of 
newspaper  sales  experience.  The 
successful  candidate  with  at  least 
five  years  of  newspaper  sales  expe¬ 
rience.  The  successful  candidate 
must  possess  the  energy,  determina¬ 
tion  and  creativity  to  achieve  our 
revenue  objectives.  We  offer  an 
excellent  compensation  package 
plus  benefits.  Send  your  resume  to: 

Daily  Journal/Daily  Messenger 
RO.  Box  547 

Seneca,  SC  29678  or  E-mail: 
publish@dailyjournalmessenger.com 


ADVERTISING 


MAJOR  ACCOUNTS 
ACCOUNT  EXECUTIVE 
The  Los  Angeles  Newspaper  Group, 
one  of  America's  fastest  growing 
metro  advertising  buys,  is  looking  for  a 
dynamic  Major  Accounts  Account 
Executive.  Candidate  must  be  a  sea¬ 
son  professional  with  excellent  sales 
ability  (major  retail  a  definite  plus). 
Ability  to  work  with  multiple  levels  of 
management,  excellent  organizational 
skills,  as  well  as  strong  leadership  and 
people  skills.  Some  travel  required. 

We  offer  a  competitive  salary  and 
bonus  plan  which  includes  medical, 
dental,  401  (k)  and  more. 

Please  send  resumes  to  Charlene 
Moersen,  Major  Accounts  Director,  Los 
Angeles  Newspaper  Group,  PO.  Box 
4200.  Woodland  Hills.  CA  91 365 
Or  Fax  resumes  to  (81 8)  713-0048 
Equal  Opportunity  Employer 


RETAIL  ADVERTISING  MANAGER 
In-the-field  leader  needed  to  work  with 
2  sales  teams  in  dynamic  vacation 
market.  Retail,  national  and  online 
advertising  responsibilities.  Lead  - 
coach-  GROW  THE  BUSINESS.  Com¬ 
petitive  salary  and  benefits  with  award¬ 
winning  Knight  Bidder  newspaper. 
Top  candidate  will  have  3  years  pro¬ 
ven  newspaper  management  experi¬ 
ence.  Resume  and  cover  letter  to: 

Jackie  Olivetti,  HR  director. 

The  Sun  News,  PO.  Box  406, 
Myrtle  Beach,  SC  29578. 


ADVERTISING 


ADVERTISING 


DISPLAY  ADVERTISING  DIRECTOR 
The  Daily  Business  Reviews,  affiliates 
of  American  Lawyer  Media,  seek  an 
experienced  display  ad  director. 
Demonstrated  communication  and 
sales  skills  a  must.  Must  train,  direct 
and  motivate  a  proven  high-caliber 
sales  team.  An  energetic,  self-directed 
person  who  can  handle  multiple 
priorities,  and  thrive  in  a  fast-paced 
and  competitive  environment  will  work 
well  with  us.  Competitive  salary/ 
benefits,  plus  commission  and  bonus 
tied  to  goals  and  budget.  Send 
resume  to: 

Human  Resources,  Daily  Business  Reviews 
PO.  Box  01 0589 
Miami,  FL  331 01. 


THE  PALM  BEACH  POST 
RECRUITMENT 
ADVERTISING  MANAGER 
The  successful  candidate  will  have  3 
years  experience  in  recruitment  sales, 
advertising  management  or  lead¬ 
ership,  computer  proficiency  with 
word  processing  and  spreadsheets 
and  excellent  verbal  and  written 
skills.  Responsibilities  include  direct¬ 
ing  the  operations  of  the  classified 
recruitment  advertising  sales  staff 
and  generating  advertising  within  the 
recruitment  category.  Apply  to: 

HR.  The  Palm  Beach  Post 
PO.  Box  24700 
West  Palm  Beach,  FL  3341 6 
Or  Fax  (561)  820-4192 


ADVERTISING 


L  W  A  U  K  E  E 


SALES  MANAGER/COACH 

The  Advertising  department  of  the  Milwaukee  Journal  Sentinel  currently  has 
a  need  for  a  Sales  Manager/Coach  for  its  Retail  division.  We  are  seeking  an 
experienced,  results-driven,  enthusiastic,  and  customer-focused  manager 
to  lead  our  retail  sales  team  into  the  future.  The  focus  of  this  position  is  to 
provide  our  advertisers  with  unparalleled  customer  service  utilizing  a  full 
range  of  products  while  exceeding  sales  goals  in  a  positive,  professional 
manner.  This  key  position  is  responsible  for:  supervising  and  motivating 
their  sales  team,  directing  them  to  achieving  both  individual  and  team 
revenue  goals,  assisting  them  in  developing  new  accounts,  analyzing  sales 
activities  and  the  growth  of  each  account  executive.  The  ideal  candidate 
will  possess  a  B.A.  in  either  Advertising,  Marketing  or  Business,  as  well  as 
excellent  oral  and  written  communication  skills,  3  to  5  years  of  successful 
outside  sales  experience,  some  management/supervisory  experience  pre¬ 
ferred.  The  candidate  also  must  have  a  valid  Wl  Driver’s  license  and  an 
insured  vehicle.  The  chosen  candidate  will  enjoy  the  following  benefits:  an 
excellent  salary  with  bonus  structure,  medical,  dental,  vision,  401  (k), 
pension  plan  and  tuition  reimbursement. 

If  interested  please  send  your  resume,  cover  letter  and  salary  requirements  to: 

Journal  Sentinel  Inc. 

Human  Resources  Department 
333  West  State  Street,  Milwaukee,  Wl  53203 
Fax:  (414)  224-2897 

Journal  Sentinel  Inc.  is  an  Equal  Opportunity  Employer 
_ supporting  diversity  in  the  workplace _ 
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HELP  WANTED 


ADVERTISING 


ACCOUNT  MANAGER 
Industry  leader  in  media  and  market¬ 
ing  software  seeks  detailed-oriented 
individual  to  support  publisher 
accounts.  Responsibilities  include 
phone  and  on-site  support,  training, 
system  troubleshooting,  presenting 
and  contract  negotiations.  Strong 
verbal  communication  skills  a  must. 
Qualifications  include  3-t-  years  of 
publishing/agency  experience  and 
proficiency  in  MS  Word  and  Excel 
required.  For  immediate  considera¬ 
tion,  please  fax  or  send  your  resume 
with  salary  requirements  to  Amy 
Betz.  Interactive  Market  Systems,  Inc., 

5  Penn  Plaza,  New  York,  NY  10001 
Fax:  (212)  896-7155 


ADVERTISING  RETAIL  SALES 
SUPERVISOR 

The  Blade,  a  145,000  daily  and 
200,000  Sunday  newspaper,  has  an 
immediate  opening  for  a  sales 
supervisor  in  its  Retail  Advertising 
Department. 

The  person  who  fills  this  key  position 
reports  directly  to  the  Display  Advertis¬ 
ing  Manager  and  is  responsible  for 
strategic  planning  in  sales  represen¬ 
tatives'  territory  and  development  of 
marketing  presentations  that  will 
increase  revenue  and  benefit  the 
customer.  You  will  be  making  compa¬ 
nion  sales  calls  for  coaching  and  sup¬ 
port  of  your  reps,  developing  and 
monitoring  key  indicator  reports  to 
gauge  performance  and  quality  of 
work  by  the  sales  representative  and 
ad  assistants  on  your  sales  team. 
College  degree  in  marketing,  advertis¬ 
ing  or  business  and  a  minimum  of 
four  years  sales  experience  in  print 
and/or  other  media  preferred.  We 
offer  a  highly  competitive  salary  and 
benefits  package. 

Reply  in  confidence  to: 

Human  Resources  Department 
TheBlade,541  North  Superior  St. 

Toledo,  OH  43660 
Equal  Opportunity  Employer 


RETAIL  SALES  SUPERVISOR 
Charleston,  South  Carolina 
Live  and  work  in  one  of  the  most 
beautiful  and  charming  old  cities  in 
the  south.  Charleston  is  growing  and 
business  is  booming.  If  you  have 
previous  management  experience  or 
an  excellent  sales  record  and  want 
to  move  into  management,  this  is  the 
right  move  for  you.  Send  resume 
and  cover  letter  to  Joel  Cardwell,  dis¬ 
play  advertising  manager,  134  Col¬ 
umbus  Street,  Charleston  SC  20943- 
4800,  Fax  to  (843)  937-5463  or 
E-mail  to: 

jcardwell@postandcourier.com 


ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 


ADVERTISING 


AD  NETWORK  MANAGER 
See  our  dispaly  ad  under  the 
Editorial  Classification 
Intelligent  Life  Corporation 


ART/GRAPHICS _ 

GRAPHICS  COORDINATOR 
Celebrating  over  30  years  of  pub¬ 
lishing,  Computerworld  Inc.,  the 
Newspaper  for  Information  Technology 
Leaders  and  a  division  of  Interna¬ 
tional  Data  Group,  offers  a  complete 
array  of  tools  that  target  uniquely 
balanced  marketing  programs  to  the 
IT  Leader  community.  This  individual 
will  help  to  conceive,  collect  and  edit 
info-graphics  and  photography  to 
make  sure  section  and  news  pages 
are  lively,  with  multiple  visual  ele¬ 
ments,  and  that  they  encapsulate  vital 
information  for  the  Computerworld 
audience.  You  will  also  track  these  ele¬ 
ments  through  the  design  and  produc¬ 
tion  process,  working  with  reporters, 
editors,  designers  and  the  copy  desk. 
The  graphics  coordinator  attends  all 
news  and  section  planning  meetings 
and  conducts  some  independent  re¬ 
search  to  obtain  needed  results.  Mov¬ 
ing  forward,  the  position  will  include 
additional  responsibilities  for  the  Web 
site. 

Required: 

Excellent  organizational  skills,  an  eye 
for  detail,  interpersonal  skills,  com¬ 
puter  skills  (Quark  Publishing  System 
a  plus).  Familiarity  with  computer 
industry  and  its  research  organiza¬ 
tions  recommended.  Editing  skills, 
graphics  and  photo  experience  a  plus. 

Job  Code  GC/MA-MS 


CREATIVE  MANAGER 
Are  you  a  well-rounded  graphics  arts 
professional  with  solid  management 
experience?  If  so,  consider  applying 
to  join  our  creative  team.  The  suc¬ 
cessful  candidate  will  be  responsible 
for  creation  and  development  of 
sales  support  materials,  ad  cam¬ 
paigns,  and  video  production.  Duties 
will  include  serving  as  key  liaison 
with  advertising,  editorial,  and  circula¬ 
tion  departments,  and  trafficking  and 
scheduling  of  all  print  production. 
Applicants  must  possess  a  degree  in 
graphics,  commercial  art,  or  related 
field,  or  similar  long-term  professional 
work  experience.  Must  have  strong 
creative,  illustration,  layout  and  typo¬ 
graphy  skills,  with  expertise  in  Macin¬ 
tosh  design  programs.  We  offer  a 
great  workplace  in  one  of  the  most 
exciting  cities  in  the  nation,  and  a  com¬ 
petitive  wage  and  benefit  play.  If  you 
qualify,  send  resume  with  cover  letter, 
including  salary  history,  to: 

Human  Resources, 

Las  Vegas  Review-Journal, 

RO.  Box  70,  Las  Vegas,  NV  891 25. 

If  you  prefer,  you  may  E-mail  to: 
jim_hannah@lvrj.com 
In  plain  text  with  no  attachments 


_ ART/GRAPHICS 

CLASSIFIED  ART  DIRECTOR 
The  Post  and  Courier,  an  indepen¬ 
dent  100,000  plus  circulation  news¬ 
paper  in  historic  Charleston,  SC  is 
seeking  an  experienced  art  director 
to  lead  a  talented  classified  graphic 
art  team.  Knowledge  of  Macintosh 
based  programs  of  QuarkXPress. 
Illustrator  and  Photoshop  along  with 
a  proven  leadership  track  record  is 
required.  Experience  in  automotive, 
real  estate  and  boating  advertising  is 
a  major  advantage.  Only  the  most 
qualified  need  apply. 

A  planned  retirement  has  created 
this  opening.  You  will  receive  a  com¬ 
petitive  salary,  have  the  opportunity 
to  work  in  an  excellent  atmosphere 
and  live  in  one  of  the  best  cities  in 
the  United  States. 

Please  send  at  least  five  non- 
returnable  tearsheets,  a  resume  and 
salary  requirements  to: 

Bill  Cranford,  director  of  Classified  & 
New  Media  Advertising 
The  Post  and  Courier 
1 34  Columbus  Street 
Charleston,  SC  29403 


CIRCULATION 


ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 


CIRCULATION  DIRECTOR 
Small  6-day  daily  in  an  attractive  com¬ 
munity  seeks  someone  who  knows 
how  to  grow  home  delivery  and 
single  copy  sales,  and  wants  his/her 
first  crack  at  running  the  show. 

We  offer  a  worthwhile  compensation/ 
benefits  package  and  a  career- 
growth  opportunity.  You  bring  us 
evidence  that  you  can  produce  the 
numbers,  and  convince  us  that  you 
would  be  a  solid  team  player. 

Apply  only  if  you  have  a  strong  track 
record  in  community  newspaper 
circulation. 

Send  a  good  cover  letter,  along  with 
your  resume  to: 

PUBLISHER 

Edwardsville  Intelligencer 
PO.  Box  70 

Edwardsville.  IL  62025 


CIRCULATION  MANAGER 
The  Opelika-Auburn  News,  a  15,000 
circulation  daily  located  near  Auburn 
University,  seeks  a  sales  and  market¬ 
ing  pro  with  a  strong  track  record  of 
home-delivery  and  single-copy  growth. 
The  ideal  candidate  will  also  be 
innovative  and  have  strong  manage¬ 
ment  skills.  We  offer  a  competitive 
salary  and  benefits  and  the  opportunity 
to  grow  with  a  progressive  newspaper. 
Send  cover  letter  and  resume  to: 

Graham  Annett 
Publisher 

Opelika-Auburn  News 
3505  Pepperell  Parkway 
Opelika,  AL  36801 


CIRCULATION 


CIRCULATION  DISTRICT  MANAGERS 
The  Blade,  a  145,000  daily  and 
200,000  Sunday  newspaper,  has 
immediate  openings  for  Circulation  Dis¬ 
trict  Managers.  We  are  seeking  ser¬ 
vice  driven  circulation  professionals 
experienced  in  working  with  inde¬ 
pendent  delivery  contractors  to  meet 
sales  and  service  goals.  The  majority 
of  our  routes  are  delivered  by  adult 
carriers  and  are  PBM. 


CIRCULATION  DIRECTOR 
The  Morning  Journal  is  looking  for 
an  experienced  individual  to  lead  our 
circulation  operation.  Located  in 
Lorain  County,  immediately  west  of 
Cleveland,  Ohio,  this  36,000  plus 
daily  seeks  an  innovative  hands  on 
manager  to  implement  aggressive 
programs  to  grow  our  circulation 
numbers. 

We  offer  competitive  salary,  bonus, 
and  benefits. 

Send  resumes  to: 

Linda  McCarty,  The  Morning  Journal, 
1657  Broadway,  Lorain,  OH  44052. 


CIRCULATION  DIRECTOR 
wanted  for  28K/30K,  daily/Sunday, 
seven  day  paid  on  the  banks  of  the 
Mississippi  River.  We  need  a  CD  that 
can  sell  newspapers,  and  teach  the 
staff  to  do  the  same.  Solid  home 
delivery  and  single  copy  knowledge 
is  a  must.  You  should  be  fluent  in 
ABC  and  have  an  understanding  of 
budgeting  and  financial  reporting.  If 
you're  looking  for  a  new  challenge, 
send  me  (no  phone  calls)  your 
resume  and  salary  expectations. 

James  Shrader,  Publisher 
THE  TELEGRAPH 
RO.  Box  278 
Alton.  IL  62002 


CIRCULATION  SALES  AND 
PROMOTION  MANAGER 
The  Journal  Inquirer,  a  50,000- 
circulation  afternoon  daily  with  a  Sat¬ 
urday  morning  edition  in  a  competitive 
Connecticut  market,  is  seeking  a  Sales 
and  Promotion  Manager  for  the 
Circulation  Department. 

We  are  looking  for  an  experienced 
person  who  can  develop  and  coord¬ 
inate  sales  programs  to  increase  and 
retain  circulation  through  home 
delivery,  single  copy  and  NIE  pro¬ 
grams. 

Competitive  salary  and  comprehen¬ 
sive  benefits  package  offered.  Send 
cover  letter,  resume,  and  salary 
requirements  to: 

Circulation  Director 
Journal  Inquirer 
RO,  Box  510 
Manchester,  CT  06045 
Fax:  (860)  646-9867 


We  are  looking  for  a  minimum  of 
three  years  circulation  field  experi¬ 
ence.  College  degree  or  equivalent 
desired.  Excellent  salary  and  benefits 
package.  Reply  in  confidence  to; 

Human  Resources,  The  Blade 
541  N.  Superior  Street,  Toledo,  OH  43660 
Equal  Opportunity  Employer 
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CIRCULATION 


CIRCULATION  MANAGER 
The  Princeton  Packet,  Inc.,  a  pre¬ 
stigious  and  award-winning  group  of 
1 1  Central  New  Jersey  community 
newspapers,  is  looking  for  a  dynamic 
and  innovative  Circulation  Manager  to 
build  readership,  strengthen  circula¬ 
tion  numbers  and  expand  outside 
sales  efforts.  Duties  will  include  direct¬ 
ing  our  telemarketing  operation,  lead¬ 
ing  our  outside  sales  team,  and  the 
development  of  promotional  pro¬ 
grams  and  community  events  that  will 
enhance  our  track  record  of  con¬ 
tinued  growth. 

The  ideal  candidate  will  be  a  creative 
and  innovative  self-starter  who  thrives 
in  a  fast-paced,  congenial,  and  team- 
oriented  environment.  Sales  experi¬ 
ence  supervisory  experience  and  com¬ 
puter  literacy  required.  Must  also 
have  strong  communication,  organi¬ 
zational  and  multi-tasking  skills. 
Marketing  and  managerial  experience 
a  plus. 

We  offer  a  competitive  base  salary, 
excellent  benefits  and  an  outstanding 
incentive  plan.  If  you  have  what  it 
takes  to  implement  successful  sales 
and  marketing  programs,  we  want  to 
talk  with  you.  Please  send  resume 
including  salary  history  and  require¬ 
ments  to: 

The  Princeton  Packet.  Inc. 

Attn:  HR  Dept. 

300  Witherspoon  Street 
Princeton,  NJ  08542 
Fax:  609-921-8648 
EOE 


CIRCULATION  MANAGER 
A  group  of  weekly  papers  is  looking 
for  an  aggressive  circulation  pro  to 
lead  two  Wednesday/Friday  pub¬ 
lications  plus  TMC  into  the  year  2000 
in  Zone  two.  We  offer  a  competitive 
salary  and  benefit  package.  The 
ideal  candidate  would  have  a  mini¬ 
mum  of  2  to  3  years  of  circulation 
management  experience. 

Qualified  candidates  should  send  a 
letter  of  interest  with  their  resume  to: 

Box  01131,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY.  NY  10036 


HOME  DELIVERY  ZONE  MANAGER 
The  San  Gabriel  Valley  Newspaper 
Group,  consisting  of  the  San  Gabriel 
Valley  Tribune,  Pasadena  Star  News 
and  the  Whittier  Daily  News  is  look¬ 
ing  for  a  dynamic  individual  to 
oversee  a  multi-publication  distribu¬ 
tion  operation  including  several 
national  publications.  The  right 
person  will  lead  a  team  of  8  district 
managers  responsible  for  service  and 
collections.  We  are  asking  that  the 
applicant  be  results  oriented,  aggres¬ 
sive,  creative  and  a  team  player.  B.A. 
and/or  3-5  years  of  management 
helpful.  Position  reports  to  the  home 
delivery  manager.  We  offer  cometitive 
salary  and  benefits. 

Send  resumes  to: 

San  Gabriel  Valley  Newspaper  Group 
Human  Resources  HDZM 
1210  North  Azusa  Canyon  Road 
West  Covina,  CA  91 790 


CIRCULATION 


CIRCULATION  MANAGER 
Weekly  newspaper  group  in  a  vibrant 
Connecticut  community  is  seeking  a 
results-oriented  professional  to 
manage  its  circulation  department. 
The  ideal  candidate  is  a  self-starter 
with  the  demonstrated  ability  to 
manage  subscription  sales  and 
develop  a  strong  single  copy  pre¬ 
sence.  An  understanding  of  bulk  and 
Periodicals  mail  regulations  is  helpful. 

If  you  are  a  manager  on  the  district  or 
zone  level  ready  to  take  your  career  to 
a  new  level,  and  wish  to  join  an  orga¬ 
nization  that  will  challenge  you  to  your 
full  potential,  this  may  be  the  right  job 
for  you. 

We  provide  an  exceptional  starting 
salary  and  benefits  package  with 
unlimited  grovirth  potential.  Reply  in  con¬ 
fidence  to: 

Box  01123,  Editor  &  Publisher, 

1515  Broadway,  12th  FI.  NY,  NY  10036 


HOME  DELIVERY  MANAGER 
The  Daily  Press,  a  Freedom  Com¬ 
munications  property,  located  90 
miles  North  East  of  Los  Angels  in  the 
High  Desert  of  So.  California  is  looking 
for  the  right  person  to  manage  its 
Home  Delivery  Department  (30,000 
Daily  and  Sunday).  The  ideal  candi¬ 
date  will  have  a  minimum  2  to  3  years 
of  successful  experience  in  the  home 
delivery  department  and  the  ability  to 
lead  and  work  in  a  team  environment. 
Send  all  resumes  to: 

Circulation  Director. 

The  Daily  Press,  PO.  Box  1389, 

Victorville,  CA  92393-1389. 

Fax:  (760)  955-5336 
E-mail:  belles@link.freedom.com 

CIRCULATION  DIRECTOR 
The  Times  Leader,  a  Northeastern  Pen¬ 
nsylvania  50,000  daily  newspaper,  is 
looking  for  an  experienced  individual 
to  lead  its  circulation  operation.  Can¬ 
didate  must  be  an  innovator  and 
developer  of  people  who  can  imple¬ 
ment  successful  programs  designed 
to  improve  growth  in  circulation  num¬ 
bers.  Competitive  salary,  bonus  and 
flexible  benefits  program.  Reply  with 
resume  and  compensation  history  to: 

Colleen  Wateski,  personnel  director. 
The  Times  Leader, 

15  North  Main  Street, 
Wilkes-Barre,  PA  18711. 

_ EDITORIAL _ 

SENIOR  WRITER/REPORTER 
We  want  someone  who  has  curiosity, 
likes  people  and  loves  to  write  to  join 
our  award-winning  Northern  Michigan 
Daily  newspaper  staff.  This  newly  cre¬ 
ated  job  is  not  for  the  novice,  but  for 
someone  who  can  do  in-depth  writing 
projects,  features  and  help  with 
editorials. 

Send  letter  of  introduction,  writing  sam¬ 
ples  and  resume  to: 

Kendall  Stanley 
Managing  Editor 
Petoskey  News-Review 

319  State  Street  PO.  Box  528 
Petoskey,  Ml  49770-0528 


CIRCULATION 


CONSUMER  SALES  MANAGER 

Are  you  looking  for  a  challenge  to  put 
your  creative  mind  and  innovative 
thinking  to  a  real  test?  An  exciting 
opportunity  to  be  the  best  you  can 
be? 

YOU  HAVE  FOUND  THAT 
OPPORTUNITY!! 

Cox  Ohio  Publishing,  parent  com¬ 
pany  to  the  Dayton  Daily  News  and 
Springfield  News-Sun  is  seeking  a 
dynamic  individual  to  lead  some  of 
the  best  sales  programs  in  central 
Ohio.  As  our  Consumer  Sales  Man¬ 
ager,  you  will  have  the  support  of  a 
hardworking,  progressive  sales  team 
and  an  outstanding  marketing 
department.  You  will  provide  superior 
leadership  while  managing  and 
developing  a  majority  of  the  sales 
programs  and  initiatives  in  our 
Circulation  department,  including 
crewing,  kiosk,  direct  mail,  insert  cam¬ 
paigns  and  special  events  for  both 
newspaper  markets 

Our  ideal  candidate  will  possess  a 
Bachelor's  degree  in  sales  manage¬ 
ment,  marketing  or  a  related  busi¬ 
ness  field,  as  well  as  three  to  five 
years  of  experience  in  sales  man¬ 
agement  or  marketing.  To  excel  as 
the  dynamic  leader  we  seek,  experi¬ 
ence  in  database  management, 
along  with  a  proven  track  record  of 
creating  circulation  growth  and 
increased  retention  will  all  be  essen¬ 
tial  Excellent  written  and  verbal 
communication  skills  and  a  fanatical 
customer  service  mindset  are  a  must 
while  managing  multiple  projects  in 
this  fast-paced  environment.  PC  liter¬ 
acy  is  required. 

Our  comprehensive  benefits  package 
includes  a  competitive  salary  with 
success-based  bonuses,  generous 
vacation  and  holiday  time,  medical/ 
dental/vision  coverage,  401  (k)  with 
company  match,  flexible  spending 
accounts  and  tuition  reimbursement. 

If  you  are  ready  to  push  yourself  t. 
the  limit  please  send  your  resume 
with  salary  requirements  to: 

Shawn  DeWeese,  Sales  Director 
Cox  Ohio  Publishing 
1 242  Dayton-Yellow  Springs  Road 
Fairborn,  OH  45324 

E-mail: 

shawn_deweese@coxohio.com 


EDITORIAL 


TECH  TRADE  MAGAZINE 
seeks  NYC  area  freelancer  to  cover 
broadcast  industry.  Applicant  must  be 
strong  writer  able  to  cover  network 
news  and  in-depth  technology  stories. 
Send  resume,  three  clips  to: 

S.  Ashworth,  TV  Technology 
5827  Columbia  Pike,  3rd  Floor 
Falls  Church,  VA  22041 
Or  sashworth@imaspub.com 


EDITORIAL 


Writer/ 

Communicator 

Refer  to  fob 

Opening  for  an  aggressive,  well-rounded  com- 
muniealor  to  write  about  medieal/research 
issues  for  external  new  s  releases  and  internal 
publieations.  Responsibilities  also  w  ill  include 
interacting  w  ith  kreal  and  national  media  to  gain 
recognition  for  L'T  .Soutbwestem’s  medical 
research  aixl  clinical  achievements  and  assisting 
w  ith  special  events.  At  least  4  years  experience 
in  the  communications  field  is  required.  Five 
w  riting  samples  should  accompany  a  resume 
and  intrixluctory  letter.  Salary  is  negotiable 
based  on  experience. 

If  interested  please  contact:  Philip  .Schneh.  Director, 
e-mail:  philip.schoch^email.sHmed.edu.  or 
send  a  letter,  resume  and  writing  samples  to 
News  and  Publications,  IT  Southwestern 
Medical  Center,  5323  Harrv  Hines  Blvd., 
IFallas.  Texas  75235-m«.  fax  214/UB-9II9. 
Fxjual  Opportunity  Institution. 


SPORTS  COPY/LAYOUT  EDITOR 
Strong  design  and  QuarkXPress 
skills  required.  Send  resume,  cover 
letter  and  work  samples  to: 

The  Bakersfield  Californian 
John  Millman,  Sports  Editor 
PO.  Box  440,  Bakersfield,  CA  93302 
Equal  Opportunity  Employer 


AD  NETWORK 
MANAGER 


Qualified  candidate  will  repre¬ 
sent  advertising  network  to 
online  college  newspapers  and 
manage  group  of  account  reps 
as  well  as  generate  e-advertis¬ 
ing.  Additional  duties  include 
presenting  services  to  colleges 
and  handling  contract  negotia¬ 
tions.  Must  be  experienced  in 
internet  related  marketing;  3 
years  experience  in  media  sales 
and  online  business  preferred. 
Job  Code  99-008C. 


Copy  Editor 


Must  have  knowledge  of  AP  style 
with  at  least  1-2  years  of  experi¬ 
ence  writing  and  editing  news 
stories  along  with  great  commu¬ 
nication  and  listening  skills. 
Familiarity  with  the  Internet  pre¬ 
ferred.  Job  Code  99-027B. 

Positions  available  at  our 
Coral  Gables  location.  E-mail: 
resumediiif.com  or  Fax  (561) 
625-4540.  To  be  considered,  you 
must  reference  job  code.  Intel¬ 
ligent  Life  is  an  Equal  Oppor¬ 
tunity  Employer 
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EDITORIAL 


ARIZONA  DAILY  STAR 
Because  of  planned  expansion,  the 
Arizona  Daily  Star  has  a  number  of 
openings.  If  you  have  at  least  three 
years  experience  and  are  comfortable 
working  in  a  team  environment,  this 
may  be  the  place  for  you.  We  are  only 
60  miles  from  the  Mexican  border,  so 
fluency  in  Spanish  is  a  big  plus.  If  you 
are  interested  in  any  of  the  jobs  listed, 
send  a  resume  and  cover  letter  to: 

Bobbie  Jo  Buel,  Managing  Editor 
4850  S.  Park  Avenue 
Tucson,  AZ  8571 4. 

The  Star  is  a  Pulitzer  newspaper. 
Metro  editor 
Sports  editor 
Photo  director 
Assistant  features  editor 
Assistant  photo  director 
Neighbors  editor 
2  metro  reporters 
Business  reporter 
Restaurant  critic 
Photographer 
Pop  music  writer 
Page  designer 
Paginator 
Police  reporter 


COPY  EDITOR 

Located  in  the  foothills  of  the  Smokies, 
The  Daily  Times  of  Maryville,  TN  seeks 
experienced  copy  editor.  Excellent 
benefits.  Send  resume  and  work  sam¬ 
ples  to: 

Larry  Aldridge,  Executive  Editor 
The  Daily  Times,  PO.  Box  9740 
Maryville,  TN  37802-9740 


EDITORIAL 


EDITORIAL 


ARTS  AND  ENTERTAINMENT  EDITOR 
The  Star-Telegram  is  seeking  a  lively 
pop  culture  and  fine  arts  maniac  to  run 
the  arts  coverage  of  a  metropolitan 
daily.  Would  oversee  the  daily  arts  cov¬ 
erage,  the  Sunday  Arts  section  and  the 
weekly  entertainment  guide.  Warm 
climate,  energetic  arts  community, 
great  co-workers.  Send  resume,  clips 
and  1 0  great  arts  ideas  to: 

Robbie  Morganfield 
Staff  Development  Editor 
Fort  Worth  Star-Telegram 
3201  Airport  Freeway,  Suite  108 
Fort  Worth,  TX  7601 2 
(817)685-3846 

rmorganfield@star-telegram.com 


ASSISTANT  EDITOR 
World  Press  Review,  NYC-based 
monthly  magazine  that  focuses  on  the 
international  press,  seeks  assistant 
editor.  Responsibilities  include  finding 
and  evaluating  articles  from  foreign 
publications  (including  on  Internet), 
editing  translated  material,  and  writing. 
The  ideal  candidate  will  have  a  strong 
interest  in  international  affairs  and  1-2 
years'  journalism  experience.  Must 
have  reading  competence  in  at  least 
one  of  the  following  languages: 
Arabic,  Chinese,  Greek,  Hindi,  Japa¬ 
nese,  Korean,  Czech,  Hungarian, 
Polish,  Russian,  or  Serbo-Croatian. 

Send  cover  letter  and  resume  to: 

B.J.  Kowalski.  Managing  Editor 
World  Press  Review 
700  Broadway,  3rd  FI,  NY,  NY  10003 
Or  Fax  to  (21 2)  982-6968 


EDITORIAL 


looking  for  an  Ft.  Lauderdale 

experienced  and 

dynamic  editor  to  manage  its  news  and 
entertainment  weekly  in  Ft.  Lauderdale.  This 
position  requires  a  solid  background  in  news 
and  superior  management  ability.  The 
managing  editor  works  directly  with  writers  to 
help  shape  local  news  coverage  and  to  edit 
magazine-length  stories.  The  managing  editor 
also  supervises  the  day-to-day  operatbns  of 
the  editorial  department.  Fine  writing  and 
editing  skills  are  essential;  the  interview 
process  includes  a  test. 

New  Times  offers  competitive  salaries  and 
benefits.  Interested  candidates  should  send 
cover  letter,  resume  and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  80217 
To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 


EDITORIAL 


ARTS  JOURNALIST 
The  News  &  Observer  seeks  an 
experienced,  energetic  reporter  for  a 
challenging  arts  beat  in  the  Raleigh- 
Durham-Chapel  Hill  area  of  North 
Carolina.  The  job's  main  focus  is  cov¬ 
ering  our  region's  vibrant  theater 
scene,  but  it  includes  GA  arts  report¬ 
ing,  too.  Interest  and  expertise  in 
another  discipline  are  a  big  plus.  We 
cover  an  extensive  performing  com¬ 
munity  of  regional  theaters  and  uni¬ 
versity  programs  that  develop  new 
works  and  preview  Broadway-bound 
shows;  national  tours:  and  a  flourish¬ 
ing  community  theater  network.  The 
job  is  a  mix  of  reporting  news,  devel¬ 
oping  big-picture  features,  writing  pro¬ 
files.  issue  and  trend  stories  and 
reviewing  productions.  We  seek  a 
skilled  reporter  with  a  big  appetite  for 
being  in  the  paper,  a  sophisticated 
writer  with  knowledge  and  passion 
and  a  critic  whose  insights  will  engage 
an  intelligent  and  demanding  reader- 
ship.  It's  a  great  job  in  a  great  place  to 
live  and  work.  If  you  want  it,  send  your 
10  best  clips  and  5  story  ideas,  along  with 
a  resume  that  includes  references  to: 

Melanie  Sill.  Managing  Editor 
The  News  &  Observer 
21 5  S.  McDowell  Street 
Raleigh,  NC  27602 


ASSISTANT  CITY  EDITOR/ 
PROJECT  TEAM  LEADER 
National  and  regional  acclaim  and 
prizes  have  followed  the  Mobile  Regis¬ 
ter's  rise  to  become  one  of  tne  most 
aggressive  daily  newspapers  in  the 
Southeast.  Now  is  your  chance  to  join 
the  team  in  a  newly  open  position  on 
the  city  desk.  The  100,000-plus  circula¬ 
tion  Register— a  Newhouse  newspaper 
on  Alabama's  beautiful  Gulf  Coast- 
seeks  an  experienced,  hard-hitting  jour¬ 
nalist  for  the  position.  Responsibilities 
include  story  development,  editing  of 
daily  copy,  overseeing  projects/enter¬ 
prise  work  and  staff  management/ 
administrative  duties.  Candidates  must 
display  strong  word  editing  skills,  as 
well  as  the  ability  to  lead  in-depth  pro¬ 
jects.  Coordination  of  graphics/photos 
and  ability  to  coach  reporters  essential. 
Send  resume,  clips  to: 

Dewey  English,  Managing  Editor 
RO.  Box  2488, 304  Government  St. 

Mobile,  Ala.  36652. 


ASSISTANT  MANAGING  EDITOR 
The  Bryan-College  Station  Eagle,  a 
25,000  daily  and  a  Belo  Corporation 
paper,  has  an  immediate  opening  for 
an  AME.  Must  be  an  outstanding 
editor  with  proven  management 
skills  and  the  ability  to  motivate  a 
young  staff.  Contact 
Joe  Michael  Feist,  Managing  Editor 
The  Eagle 

PO.  Box  3000,  Bryan,  TX  77805 
E-mail:  jfeist@theeagle.com 


MANAGING  EDITOR 
Small  Central  Florida  daily  seeks 
managing  editor  with  strong  editing, 
assignment  skills.  Contact: 

Executive  Editor  (941 )  294-7731  EOE 


EDITORIAL 


ASSOCIATE  EDITOR 

Prominent  Georgetown  legal  associ¬ 
ation  seeks  Associate  Editor  to  edit 
manuscripts  for  its  award-winning 
monthly  magazine.  Trial,  and  to  write 
case  summaries,  and  prepare  conti¬ 
nuing  features  for  the  ATLA  Law 
Reporters.  JD;  proven  writing,  edit¬ 
ing.  and  proofreading  skills:  ability  to 
meet  deadlines  with  attention  to 
detail  and  accuracy:  ability  to 
understand  the  goals  of  the  pub¬ 
lication:  50  wpm  typing  skills;  and 
one  year  of  publications  experience 
or  evidence  of  good  writing/editing 
ability  required:  6  months'  law  clerk 
experience  or  equivalent  desirable. 
Salary  upper  30s  to  low  40s.  To 
apply,  fax/mail  resume  with  cover  let¬ 
ter  to: 


ATLA,  Human  Resources 
1050  31st  Street,  NW 
Washington,  DC  20007-4499 
FAX:  (202)  333-2861 
Equal  Opportunity  Employer 


AdventurousTraveler.com 
world's  largest  source  for  Adventure 
Travel  resources,  is  looking  for  a  manag¬ 
ing  editor/trafficker  for  new  Digital 
Publishing  Program.  Responsibilities 
are  setting  editorial  standards,  train¬ 
ing/scheduling  research  staff  and  sub¬ 
contractors.  and  photo/art  production. 
Requires  minimum  3  years  editor  role 
in  books,  reference,  or  database 
media.  Familiarity  with  internet/digital 
publishing  and  outdoor/travel  media 
preferred.  Desire  to  work  in  beautiful, 
wintery  Burlington,  Vermont  essential. 

Contact  Alex  Messinger  at: 
amessinger@adventuroustraveler.com 
with  resume  and  cover  letter 


BUSINESS  EDITOR  sought  to  direct 
business,  agriculture  and  technology 
coverage  tor  a  high-quality  38,000  dai¬ 
ly/50,000  Sunday  newspaper  in  a  thriv¬ 
ing  waterfront  community.  Ideal  can¬ 
didates  will  have  3-5  years  experience 
at  a  daily  newspaper  or  business  pub¬ 
lication  and  proven  ability  to  plan  con¬ 
tent,  cultivate  sources  and  write  on 
diverse  business  and  economics 
topics.  Excellent  pay,  benefits  and 
work  environment,  and  we’re  close  to 
big  cities  and  the  north  country.  Send 
resume  and  six  clips  to: 

John  Hiner,  metro  editor 
The  Bay  City  Times,  31 1  Fifth  Street 
Bay  City,  Ml  48708. 

No  phone  calls,  please 

BUSINESS  WRITER  -  Motivated, 
aggressive  team  player  to  cover 
technology,  finance,  utilities,  GA  at 
growing  PM  daily  in  Big  Ten  university 
town.  Great  business  climate  -  healthy, 
growing  economy,  enthusiastic,  soph¬ 
isticated  audience.  Apply  with  letter, 
resume  and  samples  of  local  business 
coverage  to  Richard  W.  Fitzgerald, 
metro  editor.  The  Ann  Arbor  News,  Box 
1147,  340  East  Huron,  Ann  Arbor,  Ml 
48106-1147.  The  News  is  an  equal 
opportunity  employer. 
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BUSINESS  REPORTER 
Triad  Business  News  in  North  Caro¬ 
lina’s  beautiful  Piedmont  region 
seeks  an  accomplished,  resourceful 
newspaper  reporter.  Experience  in 
business  news  is  preferred  but  not 
required.  Only  candidates  with  two 
years  or  more  experience  at  a  news¬ 
paper  considered.  Salary  and  bene¬ 
fits  are  excellent.  Send  resume, 
clips,  cover  letter  and  salary  history 
to  Editor,  Triad  Business  News,  PO. 
Box  18249,  Greensboro,  NC  27419. 


BUSINESS  REPORTER  NEEDED 
Atlanta  Business  Chronicle,  one  of 
the  country's  top  weekly  business 
journals,  is  seeking  an  experienced 
reporter  to  cover  Atlanta's  fast-paced 
commercial  real  estate  industry.  A 
reporter  with  at  least  several  years' 
experience  on  daily  papers  is  pre¬ 
ferred.  Contact: 

David  Allison,  editor 
Atlanta  Business  Chronicle 
Phone  (404)  249-1039 
E-mail:  dallison@amcity.com 


BUSINESS  REPORTERS 
JOB  OPENINGS  -  THE  SEATTLE  TIMES 
Cover  one  of  America's  hottest  business 
centers.  Seattle  is  home  to  Microsoft, 
Boeing.  Starbucks.  Amazon. corti  and  a 
newspaper  that  has  won  seven 
Pulitzers.  The  Seattle  Times  has  open¬ 
ings  for  three  business  reporters.  One 
would  track  Boeing  in  its  global  compe¬ 
tition  with  Airbus.  Another  would  cover 
the  emerging  world  of  e-commerce.  And 
the  third  would  chronicle  such  retailers 
as  Nordstrom,  Costco  and  REI. 

If  you  want  to  work  with  a  team  of 
talented  reporters  and  editors  in  a  city 
that  is  forging  the  new  economy  of  the 
21st  century,  please  send  a  cover  letter, 
a  resume  and  clips  to: 

Patricia  Foote.  Assistant  Managing  Editor 
for  Hiring/Staff  Development 
The  Seattle  Times 
RO.  Box  70,  Seattle.  WA  981 1 1 


WEB  EDITOR 

Beer.com  seeks  editor  for  its  sports 
and  entertainment  Web  site.  If  you 
know  tabloid  journalism  and  have  a 
sense  for  provocative  and  topical 
stories,  this  is  the  perfect  place  for 
you.  Candidates  should  have  3-5 
years  of  experience  and  solid 
editorial  skills.  This  position  is  based 
in  the  editorial  offices  of  Total  Sports 
in  Raleigh,  NC.  Send  resume/salary 
history  to  E-mail: 

boverlon@totalsports.  net 
US  Mail:  Bill  Overton,  Total  Sports 
234  Fayetteville  Street  Mall 
Raleigh,  NC  27601  Fax  (91 9)  573-8080 


REPORTERS  -  The  nation's  largest 
regional  wire  service  seeks  experi¬ 
enced  reporters  who  live  in  Southern 
California  and  are  ready  to  cover  the 
top  breaking  stories  in  Los  Angeles 
under  deadline  pressure.  F/T  and  P/T. 
Fax  your  resume  immediately  to: 

City  News  Sen/ice,  Inc.  (310)  201-9174 
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CITY  GOVERNMENT  REPORTER 
The  Tallahassee  Democrat,  a  Knight 
Ridder  newspaper,  is  looking  for  a 
reporter  to  cover  city  government. 
We're  looking  for  a  good  writer  with 
some  experience  covering  government; 
who  can  explain  its  workings  and  deci¬ 
sions  so  that  readers  understand  them. 
Send  clips  and  resume  to: 

Janie  Nelson,  AME 
Tallahassee  Democrat 
277  N.  Magnolia  Drive 
Tallahassee,  FL  32301 
(850)  599-2370,  jnelson@taldem.com 
Fax:  (850)  599-2295 


COPY  EDITOR  -  The  Springfield  News- 
Sun.  a  35,000  AM  Ohio  daily  located 
between  Columbus  and  Dayton, 
whose  staff  has  received  95  Associated 
Press  awards  in  the  1990s.  has  an 
opening  for  a  copy  editor.  Candidates 
must  be  more  than  a  spell-checker  with 
local  copy,  have  experience  in  pagina¬ 
tion,  layout  and  design.  The  work  week 
(37.5  hours),  salary,  benefits  package 
401  (k),  personal  days,  birthday,  holi¬ 
days,  etc.)  are  very  competitive.  Send 
resume,  layout  samples  to: 

Jack  Bianchi,  managing  editor, 
Springfield  News-Sun, 

202  N.  Limestone  Street, 
Springfield,  OH  45503. 

Phone  (937)  328-0362 


COPY  EDITOR/DESIGNER 
The  Gazette,  a  growing  newspaper 
chain  in  the  Maryland  suburbs  and  a 
subsidiary  of  The  Washington  Post, 
has  an  opening  for  an  Editor  on  its 
fast-paced  layout  desk.  Responsibilities 
include  editing  and  design  for  a  group  of 
community  newspapers  and  two  busi¬ 
ness/technology  magazines.  The  ideal 
candidate  will  have  strong  editing 
and  page  design  skills,  and  a  good 
knowledge  of  QuarkXPress.  EOE. 
Send  cover  letter,  resume  and  work 
samples  to  Mark  Wood,  deputy  manag¬ 
ing  editor/design.  The  Gazette,  1200 
Quince  Orchard  Blvd,  Gaithersburg, 
MD  20878. 

Send  E-mail  applications  to: 

mwood@gazette.net 


SENIOR  EDITOR,  CNN  INTERACTIVE 
Experienced  journalist  needed  to 
launch/manage  new  CNN.com  web 
initiative.  Ideally:  superb  news  judg¬ 
ment,  expertise  in  youth  and/or  edu¬ 
cation  market,  managerial  skills,  and 
strong  web  experience.  E-mail  resume 
lea.ann.leming@cnn.com 


CITY  EDITOR  -  The  Merced  Sun-Star, 
an  AM  daily  in  the  heart  of  the  San  Joa¬ 
quin  Valley  in  California,  is  looking  for 
a  city  editor  to  guide  and  motivate  a 
staff  of  eight  reporters  and  four  photo¬ 
graphers.  Competitive  salary  to  the 
right  person.  Send  resume  and  clips 
(or  statement  of  news  philosophy)  to: 
Vern  Williams,  Managing  Editor 
RO.  Box  739,  Merced,  CA  95341 
Or  E-mail  at: 

editor@mercedsun-star.com  EOE 
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CORY  EDITOR 

Ready  to  join  the  universal  copy  desk 
at  one  of  Ohio's  best  newspapers? 
The  News  Journal  in  Mansfield,  OH,  a 
40,000-circulation  daily  has  an  open¬ 
ing  for  a  copy  editor  who  can  edit  a 
story,  write  a  headline  and  then 
design/paginate  our  award-winning 
pages.  Our  copy  editors  do  news,  life¬ 
style  and  sports  pages,  so  a  variety  of 
skills  Is  a  must.  Nestled  between 
Cleveland  and  Columbus,  Mansfield  is 
a  great  place  to  live  and  work.  We 
offer  competitive  wages  and  a  great 
work  environment.  Send  a  cover  letter, 
resume  and  examples  of  your  best 
work  to: 

Carl  Hunnell 

Managing  Editor,  News  Journal, 

70  W.  4th  Street,  Mansfield.  OH  44902. 


CORY  EDITORS,  RERORTERS 
Fully  paginated  San  Mateo  County 
Times  seeks  editors,  paginators, 
designers.  Also  seeks  GA/city 
reporters  and  a  high  tech  reporter  for 
P  1  stoires. Paper  is  35M,  6-day  PM 
in  North  California.  Contact  Editor 
Terry  Winckler  at  1080  SI  Amphlett 
Blvd.,  San  Mateo,  CA  94402. 

FAX  (650)  348-4486.  E-mail 
twinckler@angnewspapers.com 


DESIGNER  AND  EDITOR 
The  Devil  Rays  seek  a  talented 
designer/editor  to  be  assistant 
director  of  publications.  Send 
resume  to  Matt  Lorenz,  Tampa  Bay 
Devil  Rays,  Tropicana  Field,  St. 
Petersburg,  FL  33705. 
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COPY  EDITOR 

Seeking  copy  editor/page  designer 
for  The  Californian,  in  Salinas.  Join 
staff  of  award-winning  daily  of  a  Gan¬ 
nett  paper.  Live  in  the  beautiful  Cen¬ 
tral  Coast,  home  to  John  Steinbeck 
and  touted  as  the  Salad  Bowl  of  the 
World,  just  minutes  away  from  the 
Montery  Peninsula.  Send  applica¬ 
tions  to  Julie  Copeland,  The  Califor¬ 
nian,  123  W.  Alisal  St.,  Salinas,  CA 
93901  or  E-mail: 

Jcope@salinas.gannett.com 
Deadline:  Dec.  28 


COPY  EDITOR 

The  Morning  Call  in  Allentown,  PA  is 
looking  for  a  copy  editor.  The  suc¬ 
cessful  candidate  will  have  excellent 
grammar,  spelling  and  editing  skills 
and  write  bright  accurate  headlines. 
Layout  experience  helpful.  Send 
resume  and  headline  samples  to 
Diane  Stanczak,  news  editor.  The 
Morning  Call,  RO.  Box  1260,  Allen¬ 
town,  PA  18105  or  E-mail: 

d  lane.  stanczak@  mcall .  com 


SPORTS  WRITER 

The  Key  West  Citizen,  a  12,000- 
circulation  daily  in  the  Florida  Keys, 
seeks  an  entry-level  sports  writer  to 
cover  local  sports  -  everything  from 
high  school  to  world  championship 
boat  racing.  Recent  J-school  grad 
OK,  with  writing,  QuarkXPress  expe¬ 
rience.  Send  clips,  resume  to: 

Sports  Editor,  The  Key  West  Citizen 
RO.  Box  1 800,  Key  West,  FL  33040 
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www.accessmagazine.com- 


Editors 

Designers 


Access  Magazine,  America's 
personaliz^  guide  to  the 
Internet,  seeks  editors  and 
designers  for  its  Boston-area 
office.  Distributed  in  major 
daily  newspapers  around 
the  country  each  week, 
with  a  circulation  of  more 


than  7  million,  the  magazine  offers  Web-surfing  and  computing 
advice  for  everyday  users.  We  are  looking  for  senior  editors,  copy 
editors,  designers,  fact  checkers  and  associate  editors.  Newspaper 
and/or  magazine  experience  is  required. 

For  job  details,  go  to  www.accessmagazine.com. 

E-mail  resumes  to  HR®accessmagazine.com,  or  maij  to: 
Human  Resources,  Access  Magazine,  35  Highland  Circle, 
Needham,  MA  02494.  We  are  an  equal  opportunity  employer 
M/F/D/V. 
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COPY  EDITOR 

Want  to  work  for  a  creative-thinking 
newspaper  in  a  competitive  market 
that  allows  you  to  grow?  The  Palm 
Beach  Post  is  seeking  a  versatile 
team  player  for  its  30-member 
Universal  Desk.  Duties  include 
layout,  rimming  and  slotting  on  a  DTI 
pagination  system.  Five  years  of 
copy  editing  experience  preferred. 
Send  inquiries  to  Holly  Baltz,  news 
editor,  P.O.  Box  24700,  West  Palm 
Beach,  FL  3341 6-4700  or: 

hbaitz@pbpost,com 
(please,  send  no  attachments) 


WANT  TO  BE  part  of  a  progressive 
management  team  and  build  a 
career  at  mid-size  newspaper  in  the 
Southeast?  We  are  looking  for  a 
take-charge  Copy  Desk  Editor  who 
can  lead  a  young,  energetic  staff 
craving  for  instruction.  This  job  is  an 
integral  part  of  the  paper's  manage¬ 
ment  team.  If  you  feel  stuck  where 
you  are,  come  grow  with  us.  Send 
resumes  and  clips  to: 

Box  01130.  Editor  &  Publisher 
1515  Broadway  12th  FI,  NY,  NY  10036 


DESKTOP  PUBLISHER  needed  to 
assume  all  production  duties,  includ¬ 
ing  page  design  and  layout,  pagina¬ 
tion  and  ads  design  on  small  Carib¬ 
bean  Weekly.  Mac  savvy  a  must,  jour¬ 
nalism  training  an  asset.  Salary  $285  a 
week.  Rush  resume,  portfolio  to: 

Box  01127,  Editor  &  Publisher 
1515  Broadway,  1 2th  FI,  NY,  NY  1 0036 
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DESIGNER/COPY  EDITOR 
FOR  SPECIAL  SECTIONS 
The  Virginian-Pilot  is  seeking  a  skilled, 
experienced  designer,  copy  editor  for 
its  special  sections  team.  Applicants 
must  be  skilled  in  QuarkXPress, 
Photoshop  and  other  newsroom  pro¬ 
grams,  Accurate  independent  worker 
required. 

How  to  apply: 

Submit  resume,  three  references  and 
10  work  samples  to  John  Pruitt, 
Special  Sections  team  leader,  150  W. 
Brambleton  Ave,  Norfolk,  VA  23510. 
Questions: 

Call  Pruitt  at  (757)  446-2336  or 
E-mail  pruitt@pilotonline.com 


ON-LINE  POLITICAL  WRITER 
NewsWatch.org  is  seeking  an  experi¬ 
enced  journalist  with  a  background  in 
politics  to  write  weekly  analysis  of  the 
media  coverage  of  Election  2000.  Full¬ 
time,  part-time  or  freelance  option 
available.  NewsWatch  is  a  daily  site  of 
media  criticism  and  is  a  program  of 
CMPA.  an  nonpartisan,  nonprofit  EOE. 
Send  cover  letter,  clips  and  resume  to: 

Managing  Director,  CMPA, 

21 00  L  Street,  NW,  Suite  300, 
Washington  DC  20037 
or  fax  (202)  872-4014, 

No  phone  calls  please 


ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc, 
See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 
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E!  ONLINE  NEWS  WRITER 
Report  on  and  write  about  all 
aspects  of  breaking  entertainment 
news  for  cutting  edge  web  site.  Work 
on  assignments  in  the  LA/Hollywood 
area.  Cover  premiers,  parties  and 
other  events.  Must  have  at  least  1 
year  experience  working  for  a  news¬ 
paper  or  magazine.  Journalism 
degree  preferred.  Check  us  out  at 
www.eonline.com  Send  replies  to: 

E!  Entertainment  Television 
5750  Wilshire  Blvd. 

Los  Angeles.  CA  90036 
Fax:  (323)  954-2888 
E-mail:  hr@eentertainment.com 


EDITOR/REPORTERS 
The  Daily  Press  in  Victorville.  CA 
(30,000  circ.)  is  looking  for  a  News 
Editor  and  two  Reporters.  The  News 
Editor  designs  A1,  edits  local  and 
wire  copy  and  supervises  desk. 
Some  management  experience  pre¬ 
ferred.  Reporter  candidates  must  be 
aggressive  and  versatile  with  strong 
reporting  and  writing  skills.  Two 
years  daily  experience  preferred. 
Send  resumes  and  clips  to 

Executive  Editor  Richard  Wagner 
1 3891  Park  Ave.,  Victorville,  CA  92392 
Victorville  is  about  60  miles  northeast 
of  Los  Angeles. 

EDITORS/REPORTERS 
Explore  the  Southwest!  We  re  fast¬ 
growing  and  in  need  of  reporters, 
designers  and  sports  writers  to  join  our 
solid  team  serving  the  entire  Four  Cor¬ 
ners  region.  Besides  good  journalism, 
we  enjoy  mountains,  hiking,  skiing, 
Navajo  art,  sunsets  and  open  skies. 
We  re  in  the  region's  thriving  hub  city 
and  a  hotbed  for  news.  Interested? 
Send  resume  and  clips  to: 

Editor  Troy  Turner,  The  Daily  Times 
201  N.  Allen,  Farmington,  NM  87401 

EDITORS/REPORTERS 
INVESTOR'S  BUSINESS  DAILY  con¬ 
tinues  to  add  to  its  staff  as  its  national 
audience  grows.  We  re  looking  for 
experienced  journalists  to  write  about 
computing,  business,  the  economy, 
public  policy,  the  markets  and  suc¬ 
cessful  people,  from  IBD  headquarters 
in  Los  Angeles  and  offices  in  Silicon 
Va'Iey,  New  York  and  Washington. 
Locations  vary  with  position.  News  edit¬ 
ing,  copy  editing,  editorial  writing  and 
entry-level  writing/editing  positions 
also  available,  in  Los  Angeles  only. 
Send  cover  letter,  resume  and  clips  to 
Susan  Warfel,  managing  editor, 
by  fax  at  (310)  577-7350  or  by  mail  at 
1 2655  Beatrice  Street, 

Los  Angeles,  CA  90066. 

Please  call  (310)  448-6373  to  confirm 
receipt  of  fax. 


FAST-GROWING  INTERNET 
business  news  service  seeks  Editor.  3- 
5  years  experience,  strong  copyedit¬ 
ing  and  rewriting  skills  desired.  Busi¬ 
ness  experience  a  plus.  Stock  options, 
competitive  salary  and  unlimited 
career  potential.  Reply  to  Rich  Heidorn 
(609)  730-9294,  richh@vertinews.com 
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EDITORS 
LATIN  AMERICA 

Bloomberg,  L.P.  is  the  premier  high 
tech,  multi-media  information  services 
firm,  providing  news,  sophisticated 
data  and  analysis  to  Investment  pro¬ 
fessionals  and  major  companies 
worldwide.  We  are  seeking  Editors 
for  our  Latin  American  desk  based  in 
New  York  who  will  successfully 
deliver  timely,  well-written  business 
and  financial  news  stories  to  a  global 
audience. 

To  succeed  in  this  position,  you  must 
have  3-5  years  experience  editing 
financial  copy,  preferably  for  a  major 
news  organization  as  well  as  a 
thorough  understanding  of  the  econ¬ 
omy  and  financial  markets.  While 
motivating  and  supervising  reporters, 
the  selected  candidates  will  maintain 
a  wealth  of  story  ideas.  The  ability  to 
thrive  under  tight  deadlines  in  a 
dynamic  environment  is  essential.  A 
knowledge  of  the  Spanish  or 
Portuguese  language  and  and  the 
Latin  American  region  is  a  decided 
asset. 

Please  send  resume  and  writing  clips 
to  Bloomberg  L.P.,  H.  Horder. 
Human  Resources  Dept,  LAE,  499 
Park  Avenue.  New  York,  NY  10022. 

Fax  (91 7)  369-5021. 

E-mail  hhorder@bloomberg.com 
No  phone  calls,  please.  EOE  M/F/DA/ 
BLOOMBERG  L.P 


EDITOR 

The  Business  Journal  Serving  Greater 
Tampa  Bay  needs  an  editor  to  lead  us 
into  our  20th  year.  Our  editor  needs  to 
be  a  good  wordsmith,  a  leader  and 
creative.  The  editor  will  lead  a  staff  of 
14-talented  journalists  who  are 
dedicated  to  enterprise  reporting  on 
entrepreneurial  firms.  Excellent  pay 
and  benefits.  We  are  part  of  American 
City  Business  Journals  publication. 
Resume  to: 

fgossett@amcity.com  or 
Forrest  Gossett,  Publisher 
The  Business  Journal 
4350  West  Cypress  Suite  400  Tampa, 
FL  33607 


ENTERTAINMENT  WRITER 
The  Free  Press,  a  weekly  newspaper 
covering  the  Upper  Florida  Keys, 
seeks  an  experienced  entertainment 
writer/editor  with  QuarkXPress  expe¬ 
rience.  Send  clips,  resume  to: 

Editor,  The  Free  Press 
81 549  Old  Highway 
Islamorada,  FL  33036 


ENTERTAINMENT  EDITOR 
Entertainment  editor  and  features 
writer  for  Knighf-Ridder  newspaper 
located  on  California's  beautiful  Cen¬ 
tral  Coast.  Three  years  experience  in 
reporting,  editing  and  layout. 
Responsible  for  entertainment  tab 
and  features  for  other  sections. 
Resume  and  clips  to: 

Human  Resources,  The  Tribune 
Box  1 1 2,  San  Luis  Obispo,  CA  93406 
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AuM/ifeek 


Play  with  cars  and  hold  people  accountable! 

What  could  be  more  fun  in  a  job? 

AutoWeek,  the  nation’s  leading  weekly 
consumer  car  magazine,  is  looking  for  a 

MANAGING  EDITOR 

Are  you  able  to  make  trains  run  on  time?  Can  you  deal  with  fragile 
writer  egos,  and  get  long-time  procrastinators  to  adhere  to  strict 
deadlines?  You  must  like  to  drive  the  latest  cars  and  trucks  and 
sport  utilities  and  write  about  them.  You  must  be  the  kind  of 
person  who  rearranges  the  sock  drawer  when  things  get  dis¬ 
heveled  -  and  enjoy  doing  it.  You  must  be  this  side  of  obsessive- 
compulsive.  You  must  like  to  travel  to  semi-exotic  places.  You 
must  be  computer  literate.  You  must  have  a  working  knowledge  of 
magazine  or  newspaper  production  procedures  and  work  with 
creative  people  from  both  the  visual  and  written  sides  of  the  aisle. 
That's  nearly  all  we  ask.  If  you’re  the  right  person,  we  offer  an 
attractive  pay  and  benefits  package  and  give  you  the  chance  to 
work  in  Detroit.  Send/fax  resumes  to: 

Crain  Communications  Inc 
Attn:  DM,  1400  Woodbridge,  Detroit,  Ml  48207-3187 
Fax:  (313)  446-1543 

EOE  M/F/DA/  No  Calls,  Please 


CIO 
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EXPANDING  DAILY  AND 
weekly  newspaper  operation  accept¬ 
ing  applications  from  experienced 
personnel,  including  lifestyle  editor 
and  reporter.  The  Dispatch  was 
chosen  as  1998  Daily  Newspaper  of 
the  Year  in  Arizona.  Send  resume, 
references  and  salary  expectations  to: 

Managing  Editor 

Casa  Grande  Valley  Newspapers,  Inc., 
Box  1 5002,  Casa  Grande,  A2  85230-5002. 


EXPANDING  ONLINE  news  opera¬ 
tion  seeks  web-savvy  editors  and 
writers  for  crisp,  concise  stories  on 
topics  health,  technology,  entertain¬ 
ment  and  politics  as  well  as  compell¬ 
ing  features  and  essays  aimed  at 
baby  boomers.  Please  E-mail: 
rickb@thirdage.com  and 
cc  billp@thirdage.com 


FEATURES  EDITOR 
THE  SANTA  CRUZ  COUNTY  SENTINEL 
is  seeking  a  features  section  editor, 
responsible  for  supen/ising  content  and 
design  of  seven  weekly  sections.  Can¬ 
didate  should  have  a  minimum  of  five 
years  experience  working  in  a  features 
environment,  be  knowledgeable  and 
enthused  about  subjects  ranging  from 
pop  culture  to  wine,  and  understand 
what  readers  need  to  plan  their 
weekends  and  when  they  need  it.  Can¬ 
didate  should  be  able  to  demonstrate 
how  he  or  she  will  work  toward  a  bright, 
energetic,  fun  section  that  stays  ahead 
of  trends,  and  helps  create  new  ones. 
The  Sentinel  is  a  Dow  Jones/Ottaway 
Newspapers  28,000  daily  located  on 
California's  in-comparable  Central  Coast 
about  45  miles  north  of  Monterey  and  80 
miles  south  of  San  Francisco.  Please 
reply  with  resume,  cover  letter  and  sam¬ 
ples  of  work  to  Managing  Editor  Don 
Miller,  207  Church  Street,  Santa  Cruz, 
CA  95061  or  via  E-mail  at: 

dmiller@santa-cruz.com 


FEATURES  WRITERS 
The  News  Tribune  in  Tacoma,  WA., 
(130,000/150,000)  is  expanding  its 
features  staff.  We're  looking  for  gen¬ 
eral  assignment  features,  but  expertise 
in  food/restaurants,  families/children, 
health/fitness,  outdoor  recreation  or 
pop  culture  will  be  a  plus.  We  re  a 
team-based  newspaper  in  a  com¬ 
petitive  media  market  and  a  beautiful  - 
and  exciting  -  part  of  the  world.  Send 
resumes  and  five  clips  by  Dec  15  to: 

Mark  Layman 
Entertainment  Editor 
The  News  Tribune,  1950  State  Street 
Tacoma,  WA  98405-2860 


CONSCIENTIOUS  REPORTER 
capable  of  producing  clean,  crisp 
copy  and  quality  photographs  for 
fast-growing  weekly.  Position  offers 
solid  assignments  on  major  issues  in 
rapidly  developing  Caribbean  island. 
Ideal  for  serious,  career-oriented 
journalist.  Salary  $285/week. 
Resume,  clips  to: 

Box  01128,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 
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FOOD  WRITER 

This  could  be  your  dream  job:  Writ¬ 
ing  about  food  in  a  region  known  for 
its  bounty.  The  Seattle  Post- 
Intellignecer  is  searching  for  a  com¬ 
mitted  food  journalist  to  help  cover 
the  breadth  of  this  edgy,  exciting  and 
ethnically  diverse  food  scene.  Our 
dream  candidate  knows  how  to 
report  clearly,  write  creatively  and 
get  around  the  kitchen.  This  reporter 
must  be  able  to  tackle  news  issues 
like  food  safety  while  working  closely 
with  the  Lifestyle  editor,  a  staff 
restaurant  critic  and  a  stable  of 
freelancers  to  give  our  readers  the 
best  food  coverage  in  the  area. 
Metro  newspaper  reporting  experi¬ 
ence  required.  Contact: 

Chris  Beringer 
assistant  managing  editor 
Seattle  Post-Intelligencer 
101  Elliott  Avenue  West 
Seattle,  WA  981 1 9-4220  or  E-mail: 
chrisberinger@seattle-pi.com 


GENERAL  ASSIGNMENT  REPORTERS 
The  Daily  Oklahoman  is  looking  for 
general  assignment  writers  who  can 
help  the  state's  largest  newspaper 
cover  a  changing  Oklahoma.  To 
qualify,  you  need  at  least  5  years  of 
versatile  experience  covering  issues 
ranging  from  government  to  environ¬ 
ment  to  quality  of  life.  We  ll  expand 
your  horizon  to  deal  with  issues  that 
are  covered  in  every  section  of  the 
newspaper.  Send  a  resume  and  at 
least  10  clips  to: 

Ray  Wilkerson,  Newsroom 
The  Daily  Oklahoman 
PO.  Box  25 125 
Oklahoma  City.  OK  731 25 
E-mail:  Rwilkerson@Oklahoman.com 


GENERAL  ASSIGNMENT  REPORTER 
Immediate  opening  for  a  staff  writer  at 
29,000-circ.,  award-winning,  sevenday 
morning  newspaper  in  central  Pen¬ 
nsylvania.  Join  a  team  of  community 
journalists  covering  a  four  county  region. 
Experience  preferred. 

Send  resume  and  clips  by  Dec.  27  to: 

Joanne  Root,  The  Daily  Item, 

200  Market  Street,  Sunbury,  PA  1 7801 . 
No  telephone  calls,  please  EOE 


GENERAL  ASSIGNMENT  REPORTER 
The  Virginian-Pilot  is  looking  for  a 
general  assignment  reporter  to  cover 
the  Elizabeth  City  area  for  its  North 
Carolina  edition  30  hours  a  week. 
Elizabeth  City  is  on  the  Albemarle 
Sound  less  than  an  hour  from  the 
Outer  Banks.  Competitive  salary  and 
a  good  ground-floor  opportunity  with 
one  of  the  top  regional  newspapers 
in  the  country.  Send  resume  and  writ¬ 
ing  samples  to: 

Rob  Morris,  North  Carolina  editor, 
RO.  Box  10,  Nags  Head,  NC  27959 

REPORTER 

Small  Central  Florida  daily  seeks 
experienced  reporter  and  features 
writer.  Contact  executive  editor: 

(941)294-7731  EOE 
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GROWTH/ENVIRONMENT  REPORTER 
The  Tallahassee  Democrat,  a  Knight 
Ridder  newspaper  is  looking  for  a 
growth/environment  reporter.  North 
Florida,  including  Tallahassee  and 
nearby  pristine  beaches,  are  about  to 
see  major  development  that  could 
change  the  face  of  the  area  signifi¬ 
cantly.  We  need  someone  who  can 
follow  the  changes  and  explain  them 
to  our  readers.  Send  clips,  resume  to: 
Janie  Nelson,  Tallahassee  Democrat 
277  N.  Magnolia  Drive 
Tallahassee,  FL  32301  (850)  599-2370 
Fax  (850)  599-2295jnelson@taldem.com 


HIGHER  EDUCATION  REPORTER 
The  Tallahassee  Democrat,  a  Knight 
Ridder  newspaper,  is  looking  for  a 
higher  education  reporter  to  cover 
Florida  A&M  University  and 
Tallahassee  Community  College. 
Both  of  these  institutions  are 
experiencing  major  growth  and 
change,  and  we  need  a  reporter  with 
energy  and  intelligence  to  follow  that 
growth.  Send  clips/resume  to: 

Janie  Nelson.  AME 
Tallahassee  Democrat 
277  N.  Magnolia  Drive 
Tallahassee,  FL  32301  (850)  599-2370 
Fax  (850)  599-2295jnelson@taldem.com 


INTERNATIONAL  WIRE  SERVICE 
seeks  creative,  enterprising  reporter, 
bilingual  in  English/Spanish,  for  excit¬ 
ing  Caribbean  correspondency.  For 
details  send  resume  and  feature  clip¬ 
pings  to  michellefaul@hotmail.com 
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ILLINOIS  STATEHOUSE  REPORTER: 
Small  Newspaper  Group  seeks  a  state- 
house  reporter  to  join  its  two-person 
Springfield,  IL  bureau.  The  ideal  candi¬ 
date  for  this  full-time  position  would  be 
aggressive,  energetic,  have  at  least  two 
years  of  newspaper  experience  and  a 
Bachelor's  degree  in  journalism.  The 
bureau  provides  coverage  of  the  Illinois 
Legislature,  Supreme  Court  and  state 
agencies  for: 

The  Daily  Journal,  Kankakee;  The 
Argus,  Rock  Island:  The  Dispatch, 
Moline;  Times-Press,  Streator;  and  The 
Daily  Times,  Ottawa. 

Applicants  should  send  cover  letters, 
resume  and  clips  to: 

Scott  Reeder,  SNG  Bureau  Chief 
Press  Room  Capitol  Building  Springfield.  IL  62706 
Or  E-mail  sng@springnet1  .com 


IMMEDIATE  OPENING 
for  sports  editor  at  Portales  News- 
Tribune,  a  3,200-circulation  five-day 
PM  in  Eastern  New  Mexico.  Cover 
Division  II  state  college  and  high 
school  sports.  QuarkXPress  knowl¬ 
edge  and  layout  ability  required. 
Send  resume  and  clips  to: 

Ruth  Friedberg,  managing  editor, 
PO.  Box  848,  Portales,  NM  88130. 


THE  BENNINGTON  BANNER.  8,000 
circ.  daily  in  southwestern  Vermont, 
has  two  open  full-time  positions: 
arts/features  editor/writer  and  beat 
reporter.  Write  to  ME  Robin  Smith: 

Bennington  Banner,  425  Main  Street 
Bennington,  VT  05201 
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Phoenix 

dynamic  arts  and 
features  editor  to 

manage  its  176-page  flagship  news 
and  entertainment  weekly  (132,000 
circulation).  The  managing  editor  works 
directly  with  writers  to  help  shape  local 
arts  coverage  and  to  edit  magazine-length 
feature  stories.  The  managing  editor  also 
supervises  the  day-to-day  operations  of  the 
editorial  department.  Fine  writing  and 
editing  skills  are  a  must;  the  interview 
process  includes  a  test. 

New  Times  offers  competitive  salaries  and 
benefits.  Interested  candidates  should 
send  cover  letter,  resume  and  clips  to: 

Christine  Brennan 

Executive  Managing  Editor 

New  Times,  Inc. 

RO.  Box  5970 

Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  wwwnewtimes.com. 

www.mediainfo.com 
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COPY  EDITOR;  The  (Parsippany,  NJ) 
Daily  Record  needs  a  growing,  versatile 
copy  editor  who  can  fix  holes  in 
stories,  lay  out  compelling  pages  and 
write  strong  heads.  Our  news  desk 
uses  the  latest  electronic  pagination, 
photo  and  web  technology,  including 
QuarkXPress.  Top  applicants  will  have 
previous  daily  newspaper  editing 
experience  and  sound  news  judg¬ 
ment,  We  work  on  a  55,000  AM  in  a  sub¬ 
urban  area  30  miles  from  Manhattan. 
Send  resume  and  samples  of  work, 
including  layouts,  to: 

Jack  Bowie,  managing  editor, 

Daily  Record 

800  Jefferson  Road,  RO.  Box  21 7 
Parsippany,  NJ  07054-0217 


DEPUTY  EDITOR 

The  Los  Angeles  Times  is  searching 
for  a  deputy  editor  for  our  Southern 
California  Living  section.  The  suc¬ 
cessful  candidate  will  help  shape  the 
section’s  content  and  presentation 
and  will  fill  in  for  the  editor  in  her 
absence.  We  want  to  publish  a  com¬ 
pelling,  timely  and  sophisticated  sec¬ 
tion  about  the  lifestyle  capital  of  the 
world.  Southern  California,  so  editors 
with  hard  news  backgrounds  are 
strongly  encouraged  to  apply. 
Excellent  word-editing  skills,  man¬ 
agement  experiences,  top-notch  news 
judgment  and  an  interest  in  lifestyle 
news,  trends  and  issues  are  needed. 
Send  cover  letter,  resume  and  work 
samples  to  Randy  Hagihara,  editorial 
hiring  and  development,  Times  Mirror 
Square,  Los  Angeles,  CA  90053. 
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DIRECTOR  -  ONLINE  CONTENT 
Seeking  experienced  editor  to  build 
editorial/content  area  of  website  and 
provide  strategic  direction.  Knowledge 
of  global  institution  asset  management 
industry  a  plus.  Good  business  devel¬ 
opment  skills  needed.  Responsibilities 
include  maintaining  partnerships,  con¬ 
ceptualizing  news  and  features,  grow¬ 
ing  and  managing  editorial  staff  and 
writing/editing  copy.  Must  be  located 
in  the  Westchester/NYC  region.  Base, 
Bonus  and  Options. 

E-mail: 

jobs_content(a)hedgeworld.com 
Fax:  (941)925-9337 


THE  BAKERSFIELD  CALIFORNIAN, 
an  award-winning  mid-sized  daily  in 
California's  heartland,  is  seeking 
reporters  committed  to  journalistic 
excellence  for  immediate  openings. 
Qualified  candidates  must  be  able  to 
handle  demanding  beats,  have  tremen¬ 
dous  networking  skills  and  be  slaves  to 
accuracy.  Our  openings  include  North- 
County  (covering  three  fast-growing 
cities  in  Kern  County's  northern 
reaches),  Agriculture  (covering  the  coun¬ 
ty’s  No.  1  industry),  and  Real  Estate 
(covering  the  county’s  very  hot  real 
estate  and  building  markets).  Candi¬ 
dates  should  have  at  least  one  to  two 
years  daily  reporting  experience. 
Spanish-speaking  a  plus. 

Please  send  resumes  and  clips  to: 

Lois  Henry,  Assistant  Managing  Editor 
The  Bakersfield  Californian 

PO.  Box  440,  Bakersfield,  CA  93302. 
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s,rr  Kansas  City 

bolster  the 

staff  of  its  newest  paper,  PitchWeekly  of 

Kansas  City.  Our  newspapers  publish 

hard-hitting,  magazine-style  news 

and  feature  stories.  This  work  goes 

beyond  mere  fact-finding  -  we  want  staff 

writers  who  can  craft  compelling 

narratives,  analyze  complex  subjects  and 

put  the  city’s  news  in  perspective.  ^ 

New  Times  offers  competitive  salaries 
and  benefits.  Interested  candidates 
should  send  cover  letter,  resume  and 
clips  to: 

Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times,  Inc. 

RO.  Box  5970 
Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 


INVESTIGATIVE  REPORTER 
Midwest  dally,  150.000  circulation, 
seeks  the  best  investigative/enterprise 
reporters.  We  want  self-starters  from 
mid-sized  or  larger  markets  who  can 
handle  projects  individually  or  as  a 
team.  Experience  in  government,  pol¬ 
itics,  business,  or  specialty  beats  pre¬ 
ferred.  We  pay  from  the  30s  to  the  50s. 
based  on  experience,  plus  great  bene¬ 
fits,  a  good  city  in  a  great  location,  and 
a  chance  to  report  stories  that  others 
consider  too  complex  or  too  costly. 
Send  resume,  clips,  to: 

Box  01138,  Editor  &  Publisher, 

1515  Broadway,  12th  Floor, 

New  York.  NY  10036. 


INVESTOR’S  BUSINESS  DAILY, 
the  nation's  fastest-growing  daily,  is 
seeking  an  experienced  librarian  to 
work  in  the  Los  Angeles  corporate 
office.  Qualified  candidate  will  be  will¬ 
ing  and  able  to  implement  and  main¬ 
tain  new  electronic  archiving  system 
and  will  be  familiar  with  Internet 
searches,  including  government  data¬ 
bases.  Newspaper/magazine  experi¬ 
ence  highly  desired. 

Fax  resume  to  Managing  Editor: 

Susan  Warfel  (310)  577-7350 
Call  to  confirm  receipt  (31 0)  448-6373 
or  E-mail  to  LolaHR@yahoo.com 


LIFESTYLE  EDITOR 
The  Seattle  Post-Intelligencer  is  look¬ 
ing  for  a  lifestyle  editor  to  help  reshape 
the  paper’s  features  sections.  We’re 
looking  for  a  smart,  savvy  editor  who 
wants  to  work  hard,  have  fun  and  do 
features  journalism  that  matters.  This 
editor  will  be  part  of  a  team  of  three 
editors  and  17  writers  who  will 
transform  the  content  and  look  of  the 
daily  sections  over  the  next  several 
months.  We  want  someone  who  is 
edgy,  innovative  and  creative,  someone 
who  knows  how  to  turn  an  idea  into 
reality,  someone  who  loves  words  and 
edits  with  the  eye  of  a  writer.  This  is  a 
management  job  in  a  highly  com¬ 
petitive  and  desirable  market.  Five 
years  editing  experience  preferred. 
Contact: 

Chris  Beringer, 
assistant  managing  editor, 

Seattle  Post-Intelligencer, 

101  Elliott  Avenue  West, 

Seattle,  WA  981 19-4220  or 
E-mail:  chrisberinger@seattle-pi.com 


SPORTS  EDITOR  will  lead  a  staff  of 
three  writers  in  covering  college  foot¬ 
ball  and  basketball.  NASCAR,  minor 
league  baseball  and  high  school 
sports.  The  college  teams  in  our  area 
include  Virginia  Tech,  the  University  of 
Virginia,  the  University  of  North  Caro¬ 
lina  at  Chapel  Hill,  Duke  University 
and  our  local  college,  Averett  College. 
Send  resume  with  salary  history,  five 
best  clips  and  three  last  clips,  plus 
page  1  layout  samples  to: 

Arnold  Hendrix,  editor. 

The  Danville  Register  &  Bee 
RO.  Box  331 ,  Danville,  VA  24543 


MANAGING  EDITOR 
NJ’s  most  prestigious  and  estab¬ 
lished  chain  of  community  newspa¬ 
pers  is  in  search  of  a  Managing 
Editor  for  The  Lawrence  Ledger. 
The  incumbent  will  be  responsible 
for  assigning  stories  and  photos, 
supervising  writers  and  photo¬ 
graphers,  writing  locally  focused 
editorials,  and  lay  out  and  pagina¬ 
tion.  The  ideal  candidate  will  thrive  in 
a  fast-paced  team  environment  and 
be  detail-oriented,  well-organized, 
and  adept  at  multi-tasking.  Qualified 
applicants  will  have  a  Bachelor's 
Degree,  be  PC  literate,  and  possess 
excellent  writing  and  copy  editing 
skills.  Three  years  experience  in 
print  journalism  and  knowledge  of 
Associated  Press  style  is  also 
required.  Must  also  be  able  to  cope 
with  last-minute  changes  in  products 
and  deadlines.  Competitive  salary 
and  benefits.  For  consideration 
please  send  resume  including  salary 
history  and  requirements  to: 

Packet  Publications 
Attn:  HR  Dept. 

300  Witherspoon  Street 
Princeton,  NJ  08542 
Fax:  609-921-8648 
EOE 


METRO  EDITOR 

Texas'  fastest-growing  daily  seeks 
metro  editor  to  oversee  1 1  reporters. 

LIFESTYLE  EDITOR 
Lifestyle  editor  needed  to  oversee  a 
staff  of  three  and  produce  a  daily  life¬ 
style  page.  Send  resume  and  work 
examples  to: 

Brian  Pearson,  managing  editor 
Killeen  Daily  Herald,  PO.  Box  1300 
Killeen,  TX  76540 


METROS  KEEP  STEALING  our  staff, 
so  Greater  Niagara  Newspapers  has 
several  management,  editing  and 
reporting  positions  open.  Our  papers 
are  located  in  historic  and  exciting 
news  towns.  We  cover  everything 
from  small  town  and  neighborhood 
news  to  rough-and-tumble  politics 
and  the  NFL.  We  are  in  a  highly  com¬ 
petitive  environment  and  need 
journalists  who  want  to  be  the  first 
with  the  best.  Send  your  resume  and 
examples  of  your  work  to: 

Dan  Bowerman,  editor. 

Greater  Niagara  Newspapers. 

MPO  549,  Niagara  Falls,  NY  14302-0549 

MOVIE  CRITIC 

The  Star-Telegram  seeks  a  movie 
critic  who  is  passionate,  knowl¬ 
edgeable  about  the  film  industry, 
funny  and  an  eloquent  writer.  Send 
clips  and  resume  to: 

Robbie  Morganfield 
Staff  Development  Editor 
Fort  Worth  Star-Telegram 
3201  Airport  Freeway,  Suite  108 
FortWorth.TX  76012 
(817)685-3846 

rmorganfield@star-telegram.com 
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GA/POLICE  REPORTER 
for  22,000  daily  in  northeastern  PA. 
Competitive  salary,  good  benefits, 
hard  work.  Mandatory  one-day  tryout 
for  serious  candidates.  Will  Watson, 
managing  editor,  Pocono  Record, 
Stroudsburg,  PA  18360;  E-mail: 
wwatson@poconorecord.com 


MANAGING  EDITOR 
Looking  for  leadership  for  a  very 
talented,  very  stable  newsroom.  Busi¬ 
ness  daily  in  midwest  that  is  very  suc¬ 
cessful  and  respected  in  our  city  and 
business  community  and  has  been 
for  98  years.  Good  benefits  and  a 
great  opportunity. 

Box  08970,  Editor  &  Publisher. 


MANAGING  EDITOR  SOUGHT 
for  established  weekly  newspaper 
with  tradition  of  excellence/ 
independence  in  sophisticated,  rural 
Vermont  ski  town.  Great  staff,  quality 
of  life.  Skills  in  management, 
technology,  writing/editing  a  must. 
Send  resume,  letter,  clips,  to  Pub¬ 
lisher,  The  Stowe  Reporter.  RO.  Box 
489,  Stowe,  VT  05672. 


NATIONAL  JOURNAL  GROUP 
seeks  mid-level  editor  to  manage 
weekly  news  briefing  on  the  UN  and 
international  business.  Requires  out¬ 
standing  editorial  and  management 
skills:  familiarity  with  Web  and  inter¬ 
national  business:  US  citizenship  or 
permanent  residency.  Foreign  lan¬ 
guage  skills  a  plus.  See  full  job 
description  and  how  to  apply  at: 
www.nationaljournal.com  EOE 


NEWS  ARTIST 

Zone  5  metro  daily  has  immediate 
opening  for  news  artist.  Requires 
top-quality  illustrations,  infographics, 
charts  and  maps,  some  page  and 
special-section  design.  Pays  from 
30s  to  50s,  based  on  experience, 
plus  excellent  benefits,  all  in  a  great 
city.  Send  cover  letter,  resume  and 
samples  to  Box  01137,  Editor  &  Pub¬ 
lisher,  1515  Broadway,  12th  Floor, 
New  York,  NY  10036. 


PAGE  DESIGNER 

The  Journal-Standard,  an  award¬ 
winning,  17,000  AM  daily,  needs  a 
skilled  page  designer  to  join  its  news 
team.  The  position  cover  Page  One 
to  features  fronts.  Journalism  skills 
and  creativity  a  must.  QuarkXPress 
experience  preferred.  Please  send 
cover  letter,  resume  and  page 
design  examples  to  Jeff  Rogers, 
managing  editor.  The  Journal- 
Standard,  RO.  Box  330,  Freeport,  IL 
61032  or  E-mail  to: 

jrogers@journalstandard.com 


POLICE  AND  COURTS  REPORTER 
needed  by  growing  daily  in  scenic 
Northwest  Arizona.  Beat  experience  a 
must.  Reward  is  good  pay  and  good 
benefits.  Fax  or  send  resume  to  Editor, 
Kingman  Daily  Minor,  3015  Stockton 
Hill  Road,  Kingman,  AZ  86401 , 

Fax  (520)  753-5661 . 


EDITORIAL 


NEWS  POSITIONS 

I  am  currently  looking  for  three  special 
people  to  work  in  a  great  newsroom  in 
one  of  Florida’s  most  beautiful  cities. 

I  need  an  entry  level  sports  reporter 
with  a  proven  track  record  of  covering 
local  sports,  but  who'll  enjoy  getting 
big-time  experience  covering  the  Flor¬ 
ida  Gators,  the  TPC  and  Jacksonville 
Jaguars.  Working  knowledge  of 
pagination  a  real  plus. 

I  need  an  entry  level  newsroom 
reporter  who's  hungry  for  front-page 
bylines  and  can  see  the  big  picture 
beyond  basic  beat  assignments. 

I  need  a  newsroom  manager  with  an 
ability  to  lead  reporters,  a  critical  eye 
for  copyediting  and  an  imaginative 
spin  on  story  ideas  and  assignments. 
A  proven  ability  to  design  bright,  clean 
pages  using  Mac/quark-based  (or  DTI) 
pagination  processes  essential. 

Send  resumes,  clips  to: 

Jim  Sutton,  editor 
RO.  Box  1630 
St.  Augustine,  FL  32085 
No  phone  calls,  please. 


POP  CULTURE  WRITER 
The  Star-Telegram  seeks  writer  to 
inform  readers  with  eloquence  and 
humor  about  the  world  of  TV  and  mov¬ 
ies.  Would  write  trend  stories,  pro¬ 
files  and  function  as  backup  film  and 
TV  critic.  Send  resume  and  clips  to: 
Robbie  Morganfield 
Staff  Development  Editor 
Fort  Worth  Star-Telegram 
3201  Airport  Freeway,  Suite  108 
Fort  Worth,  TX  7601 2 
(817)  685-3846 

rmorganfield@star-telegram.com 


REPORTER  -  The  Springfield  News- 
Sun,  a  35,000  AM  Ohio  daily,  whose 
staff  has  received  95  Associated 
Press  awards  in  the  1990s,  has  an 
opening  for  a  reporter  with  at  least 
three  years  of  experience  at  a  daily 
newspaper.  Candidates  must  be 
aggressive,  a  self-starter,  have  ability 
to  write  clearly  on  a  wide  range  of  sub¬ 
jects.  The  work  week  (37.5  hours), 
salary,  benefits  package  401  (k), 
personal  days,  birthday,  holidays, 
etc.)  are  very  competitive.  Springfield 
is  located  between  Columbus  and 
Dayton,  off  1-70.  Resumes,  tear 
sheets  should  be  sent  to  Jack 
Bianchi,  managing  editor,  Springfield 
News-Sun,  202  N.  Limestone  Street, 
Springfield,  OH  45503. 

Phone  (937)  328-0362 


REPORTER:  CityBusiness, 

The  Business  Journal  for  Minneapolis/ 
St.  Paul,  is  seeking  an  experienced, 
resourceful  newspaper  reporter  with 
the  drive  to  get  the  story  first  in  a  com¬ 
petitive  market.  Salary  and  benefits 
are  excellent.  Send  cover  letter, 
resume  and  clips  to: 

Dirk  DeYoung,  editor 
CityBusiness,  300  Rand  Tower, 

527  Marquette  Ave.  Minneapolis.  MN  55402 
Or  ddeyoung@amcity.com 
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REPORTER:  Good  little  daily  in  the 
Sierra  Foothills  seeks  experienced 
reporter  (college  newspaper  OK)  to 
aggressively  cover  fascinating  people, 
and  local  news.  Send  resume,  clips  to: 

Judy  Brill,  city  editor.  The  Union, 

1 1 464  Sutton  Way, 

Grass  Valley,  CA  95945. 

E-mail  judyb@theunion.com 

REPORTERS:  Two  beats.  Environ¬ 
ment/natural  resources;  and  Arts/ 
entertainment  are  open  on  one  of 
Oregon’s  best  small  daily  newspapers. 
Great  outdoor  recreation  area.  Prefer 
degree,  1-5  years  experience.  Top 
interns,  grads  encouraged  to  apply. 
Send  resume,  clips  to: 

Editor  Bart  Smith.  The  News-Review 
345  N.E.  Winchester 
Roseburg,  OR  97470 
E-mail:  bsmith@oregonnews.com 
Fax  (541)  673-5994 

REPORTERS 

A  general  assignment/projects  posi¬ 
tion  is  open  to  a  news  reporter  will¬ 
ing  to  do  in-depth  work  for  an  award¬ 
winning  7  day,  AM  paper  in  north¬ 
west  IL.  Newspaper  experience  pre¬ 
ferred  but  not  required.  Send  letter, 
resume  and  five  best  recent  clips  to 
Jeff  Rogers,  managing  editor.  The 
Journal-Standard,  PO.  Box  330, 
Freeport,  IL  61032  or  E-mail  to: 
jrogers@journalstandard.com 


REPORTERS 

Men's  Health  magazine,  national 
men's  magazine  with  a  1.6  million 
circulation,  is  looking  for  experi¬ 
enced  writers/reporters  to  research, 
report,  and  write  on  health,  fitness, 
science,  nutrition,  sex,  and  general 
men's  issues.  Two  years  newspaper 
reporting  or  similar  research  experi¬ 
ence  required.  Knowledge  of  data¬ 
bases  and  scientific  journals  pre¬ 
ferred. 

We  offer  a  pleasant  employee- 
oriented  working  environment,  com¬ 
petitive  salaries  and  a  comprehen¬ 
sive  benefits  package.  Please  send 
or  fax  cover  letter,  clips  and  resume 
to: 

Human  Resources  Dept.  (EP-RMH) 
RODALE  INC. 

33  East  Minor  Street 
Emmaus,  PA  18098 
Fax:  (610)  967-9209 
Equal  Opportunity  Employer 

Visit  our  website  at  www.rodale.com 


SPORTS  COPY  EDITOR 
The  Palm  Beach  Post  is  seeking  a 
well-rounded  copy  editor  with 
excellent  word  and  layout  skills. 
Pagination  experience  is  preferred,  but 
not  required.  Applicants  interested  in 
working  for  a  fast-paced,  metropolitan 
market  should  send  resumes  to: 

Tim  Burke 

Executive  Sports  Editor 
PO.  Box  24700 
West  Palm  Beach,  FL33416 


_ EDITORIAL _ 

RESEARCHER 

Are  you  an  experienced  researcher 
familiar  with  online  research  (e.g.  Lex- 
is-Nexis,  AutoTrack)  and  able  to  do 
aggressive  deadline  research?  The 
Pacific  Northwest's  largest  newspa¬ 
per  seeks  someone  with  superior 
knowledge  of  public  records,  broad 
general  knowledge  and  solid  news 
judgment.  A  Master's  in  Library  and 
Information  science  a  plus;  mastery 
of  Windows-based  applications  a 
requirement.  Send  resume,  cover  let¬ 
ter  and  6  published  news  projects  to; 

George  Rede,  recruiting: 

The  Oregonian,  1 320  SW  Broadway 
Portland,  OR  97201 


SPORTS  COPY  EDITOR/ 

PAGE  DESIGNER 

The  Wisconsin  State  Journal  in 
Madison  is  seeking  a  copy  editor/ 
page  designer  for  Sports.  This 
person  will  be  a  leader  on  a  desk 
that  handles  coverage  of  the  Univer¬ 
sity  of  Wisconsin,  the  Green  Bay 
Packers,  the  Milwaukee  Brewers  and 
Bucks  and  12  high  school  confer¬ 
ences.  Applicants  must  have  at  least 
two  years  experience  at  a  daily 
newspaper.  Experience  with  Macin¬ 
tosh  and  pagination  on  Harris  2100 
system  is  a  plus.  Send  cover  letter, 
resume  and  five  samples  of  your  edit¬ 
ing  and  design  work  to  HR: 

Wisconsin  State  Journal,  RO.  Box  8058 
Madison,  Wl  53708 


SPORTS  EDITOR 

Excellent  opportunity  for  multi¬ 
talented  individual  to  direct  an  expe¬ 
rienced  6-person,  award-winning 
department.  The  Springfield  (OH) 
News-Sun,  a  35,000  AM  daily  and 
45,000  Sunday  is  looking  for  candi¬ 
dates  who  possess  strong  people 
skills,  realize  the  importance  of  local 
copy,  have  experience  in  manage¬ 
ment,  leadership,  writing,  layout  and 
design  and  who  understand  there's 
more  to  sports  than  covering  games.  If 
this  is  a  challenge  you’re  interested  in, 
send  resume,  writing,  layout  samples  to: 

Jack  Bianchi.  Managing  Editor 
Springfield  News-Sun 
202  North  Limestone  Street 
Springfield.  OH  45503 


THE  NORTHERN  VIRGINIA  DAILY 
A  six-day-a-week  AM  paper  in  the 
Shenandoah  Valley  that  has  been  the 
most  honored  small  daily  in  the  state 
for  the  past  decade,  is  seeking  a 
sports  editor.  The  sports  editor 
supen/ises  a  three-person  staff.  They 
are  responsible  for  high  school  and 
some  college  coverage.  They  rotate 
page  design/responsibilities.  Excellent 
opportunity  for  experienced  sports 
reporter  ready  to  take  on  management 
duties.  We  are  fully  paginated  using 
QuarkXPress.  Competitive  salary  and 
benefits.  Send  resumes  and  samples 
of  work  to: 

Bob  Wooten,  managing  editor 
RO.  Box  69,  Strasburg,  VA  22667 
or  fax  to  (540)  465-5137  after  3  p.m. 


www.mediainfo.com 
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EDITORIAL 


THE  FLORIDA  TIMES-UNION 
in  Jacksonville  has  the  following 
news  department  openings: 

•  Assistant  news  editor/design:  Are 
you  a  great  designer,  editor,  plan¬ 
ner  and  coach?  Do  you  know  the 
difference  between  design  and 
“layout"?  Do  you  want  to  have  a 
major  hand  in  shaping  the  design 
of  a  metro  newspaper?  We  have 
an  opening  for  an  assistant  news 
editor  who'll  be  in  charge  of  our 
news  design  teams.  This  man¬ 
agement  position  will  also  oversee 
the  Saturday  and  Sunday  papers. 
Three  years  of  design  management 
work  is  preferred.  Enthusiasm, 
always,  is  a  must. 

•  Senior  news  designer:  Our  news 
design  team  needs  a  leader  by  exam¬ 
ple  who  knows  that  content  comes 
first,  who  likes  to  get  involved  in  the 
design  process  at  the  story-planning 
level  and  who  can  handle  everything 
from  breaking  stories  to  special  pro¬ 
jects.  Three  years  of  design  experi¬ 
ence  preferred.  Pagination  experi¬ 
ence  with  DT  a  plus. 

•  News  designer:  This  designer  will 
handle  section  fronts  for  the  A  and 
local  news  sections,  as  well  as 
weekend  enterprise  and  special  sec¬ 
tions.  Two  years  experience  pre¬ 
ferred. 

Send  resume  and  non-returnable  sam¬ 
ples  to: 

Mike  Marino, news  editor 
The  Florida  Times-Union 
1  Riverside  Avenue.  Jacksonville,  FL  32202 
or  E-mail  to  gmmarino@jacksonville.com 
We  are  a  DRUG-FREE  WORKPLACE 
EOE 


THE  ANCHORAGE  DAILY  NEWS, 
a  McClatchy  newspaper,  is  looking  to 
fill  two  editing  positions  with  experi¬ 
enced  journalists: 

A-1  Designer,  Graphics  Editor 
Responsible  for  designing  the  front 
page,  jump  pages,  special  projects 
and  supervising  two  graphic  artists. 
Qualifications  include  a  minimum  of 
five  years  journalism  experience;  the 
ability  to  use  various  computer  soft¬ 
ware  programs  including  QuarkX¬ 
Press,  Adobe  Illustrator  and  Aldus 
Freehand;  solid  news  judgment;  and  a 
demonstrated  ability  in  producing 
attractive  pages. 

Copy  Editor,  Newsdesk 
Candidates  should  have  superior 
ability  in  editing,  layout,  headline  writ¬ 
ing  and  use  of  color  and  graphics. 
Knowledge  of  Quark  is  required. 

The  Daily  News  offers  competitive 
salaries  with  an  excellent  benefits 
package.  If  you  are  interested  in  either 
of  these  positions,  please  send  a 
cover  letter,  resume,  work  samples 
and  a  list  of  references  to: 

Achorage  Daily  News 
Attn:  Human  Resources 
RQ.  Box  1 49001 ,  Anchorage,  AK  99514 
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VISUAL  JQURNALISTS  NEEDED 

The  News  &  Qbserver  is  one  of  the 
Society  for  News  Design’s  World 
Best  Designed  Newspapers  in  1999. 

We’ve  got  a  wonderful  place  to  work: 
Think  total  Mac  newsroom.  Think 
inside  color  nearly  every  day.  Think 
world-class  news  research  depart¬ 
ment.  We’ve  got  a  wonderful  place 
to  live:  think  2  percent  unemploy¬ 
ment.  Think  3  ACC  colleges.  Think  3 
historically  black  colleges.  Think 
parks  and  recreation.  Think  median 
age  of  31. 

Here’s  what  we’re  looking  for: 

•  Sports  Designers.. Metro/Sports 

•  Designer,. Photojournalist.. Picture  Editor 

•  Also,  copy  editors  who  focus  on 
words 

Ethnic  and  gender  diversity  is 
strongly  encouraged  among  our 
applicant  pools. 

Want  to  join  us?  Sell  us.  E-mail 
Deputy  Managing  Editor  Will  Sutton 
at  sutton@nando.com  to  say  what 
you  have  to  offer.  Then,  snail  mail  or 
overnight  your  resume,  list  of 
references,  work  samples  and  a 
cover  letter  to: 

Visual  Journalists 
c/o  Melanie  Sill,  Managing  Editor 
The  News  &  Qbserver 
21 5  S.  McDowell  Street 
Raleigh,  NC  27602 
No  calls,  please 


THE  NQRTHWEST  HERALD  is  seek¬ 
ing  reporters  and  copy  editors. 
We’re  a  35,000  AM  daily  in  the 
northwest  Chicago  suburbs  com¬ 
mitted  to  serving  Illinois’  fastest  grow¬ 
ing  county.  We  are  seeking  bright, 
energetic  people  with  about  a  year’s 
experience  who  want  to  help  us  be 
the  state’s  best  mid-sized  daily.  We 
offer  good  pay,  top  notch  technology, 
and  growth  opportunities  like  a  full-time 
writing  coach.  Please  send  your 
resume  and  cover  letter,  along  with 
samples  of  your  work  to  Cliff  Ward,  at: 

RQ.  250,  Crystal  Lake,  IL  60039-0250 


STAFF  WRITERS 

Intertec  Publishing  seeks  2  Staff 
Writers  for  Wireless  Review  maga¬ 
zine.  Positions  located  in  the  Kansas 
City  area  (Qverland  Park,  KS).  Will 
be  responsible  for  writing,  editing 
and  preparing  material  for  pub¬ 
lication.  Requires  minimum  of  3 
years  reporting,  writing  and  editing 
experience;  journalism  or  English 
degree;  desktop  publishing  experi¬ 
ence.  Must  be  articulate,  comfortable 
interviewing  CEQ’s,  write  clear,  con¬ 
cise  copy.  Send  resume  and  letter 
with  salary  requirements: 

Intertec  Publishing,  MS-Writer,  9800 
Metcalf,  Qverland  Park,  KS  66204; 

FAX:  (913)967-1846; 
margo_shaw@intertec.com 
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THE  DAILY  REPUBLIC 
newspaper  needs  a  copy  editor 
interested  in  creating  crisp  headlines 
and  dynamic  lay-outs.  QuarkXPress 
preferred;  will  train  reporters  who 
want  to  join  copy  desk.  Job  includes 
night,  weekend  shifts.  Pay  negotia¬ 
ble.  The  Daily  Republic  is  an  award¬ 
winning,  22,000-circ.  daily  located  50 
miles  northeast  of  San  Francisco. 
Send  resume,  clips  to: 

Maureen  Fissolo,  news  editor. 
Daily  Republic,  1250  Texas  Street, 
Box  47,  Fairfield,  CA  94533. 


THE  PEKIN  DAILY 

an  award-winning  15,000  six-day  daily 
near  Peoria,  IL  needs  a  reporter.  We 
seek  a  highly  motivated,  detail- 
oriented  person  to  cover  local  police 
and  court  news.  Applicants  may  be 
recent  graduates.  Superior  English 
skills  and  a  journalism  degree  are 
required;  a  Master’s  degree  in  journal¬ 
ism  is  preferred.  Pay  is  between 
$19,000  and  $20,000,  depending  on 
the  candidate’s  qualifications. 

Send  resume  and  writing  samples  to: 

Editor  Joel  Steinfeldt,  Daily  Times, 
RQ.  Box  430,  Pekin,  IL61555. 


THECHICAGQ  TRIBUNE 
editorial  department  is  looking  for  a 
systems  editor  for  image  technology. 
Requirements  include:  experience 
with  editorial  image  workflow  for  a 
major  daily  newspaper,  and  press 
quality  issues;  experience  with  soft¬ 
ware,  hardware,  network  and  server 
requirements;  strong  problem  solv¬ 
ing  skills:  the  ability  to  work  well  with 
people  and  to  handle  multiple  assign¬ 
ments,  A  minimum  of  3  years  of 
newspaper  experience  is  preferred. 

Fax  (312)  222-5151  or 
E-mail  glippert@tribune.com 


THE  SPARTANBURG  Herald-Journal,  a 
60,(XX)  circulation  New  York  Times  Co. 
newspaper  in  the  heart  of  the  Caro- 
linas,  is  looking  for  an  assistant  city 
editor.  We’re  seeking  an  energetic 
individual  to  help  guide  our  18 
reporters.  If  you  have  good  news 
judgment,  a  vault  of  great  story  ideas 
and  have  a  track  record  for  helping 
reporters  grow,  then  we  want  to  hear 
from  you.  Send  a  resume  to  City 
Editor  Bob  Dalton,  The  Spartanburg 
Herald-Journal,  RQ.  Box  1657, 
Spartanburg,  SC  29304  or  E-mail  to: 
bob.dalton@shj  .com 


SPQRTS  EDITQR:  Award-winning 
newspaper  on  the  Texas  Gulf  Coast 
seeks  a  sports  editor  to  join  its 
diverse  staff.  The  position  involves 
direction  and  planning  of  coverage. 
We  seek  a  gifted  writer  with  the 
ability  to  take  our  coverage  beyond 
the  traditional.  Send  a  resume  and 
work  samples  to  Kelly  Hawes,  asso¬ 
ciate  editor.  The  Galveston  County 
Daily  News,  PC.  Box  628,  Galveston, 
TX  77553-0628.  The  E-mail  address  is: 
kelly.hawes@galvnews.com 
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TWQ  REPQRTERS  who  place 
accuracy  and  fairness  above  all  else 
are  needed.  Competitive  salary  and 
benefits  offered.  Send  resume,  best 
three  clips  and  last  two  clips  to: 

Duke  Conover,  deputy  editor, 
Danville  Register  &  Bee,  PC.  Box  331 
Danville,  VA  24543 

E-mail  pconover@registerbee.com  or 
Fax  to  (804)  797-2299 


THE  MQBILE  REGISTER,  a  120,000 
circulation  AM  daily  on  the  Alabama 
Gulf  Coast,  seeks  a  talented  editorial 
cartoonist  compatible  with  its  con¬ 
servative  political  philosophy,  who 
also  has  a  talent  for  political 
caricatures  and  illustrations.  Send 
clips  and  resume  to: 

Frances  Coleman,  editorial  page  editor, 
PD.  Box  2488,  Mobile,  AL  36652 


ENTRY  LEVEL 


SMALL  DAILY  IN  SDUTHERN 
Californian  desert  seeking  a  sports 
editor.  Primary  duties  are  writing  and 
overseeing  coverage  of  community 
sports,  including  two  high  schools  and 
a  junior  college.  Entry  level,  recent  J- 
grads  will  be  considered.  Send  cover 
letter,  resume  and  five  clips  to; 

Managing  Editor  Merrill  McCarty 
The  Desert  Dispatch 
1 30  Coolwater  Lane,  Barstow,  CA  9231 1 

INFORMATION  SYSTEMS 


GRAPHICS  SYSTEM 
ADMINISTRATOR 

This  person  would  be  responsible  for 
maintaining  the  Unix  operating 
system  of  The  Los  Angeles  Times’ 
image  production  and  archiving 
system.  Duties  include  system  trou¬ 
ble-shooting,  monitoring  of  work 
flows  in  several  departments,  main¬ 
taining  the  integrity  of  multiple  image 
databases,  user  administration,  doc¬ 
umentation,  and  development  of 
web  interfaces.  A  minimum  of  three 
years  experience  in  UNIX  system 
administration  and  at  least  one  year 
of  experience  in  Sun/Solaris  system 
administration,  as  well  as  three  years 
experience  in  PERL  and  shell  script¬ 
ing  are  required.  Understanding  of 
user  and  system  issues  related  to 
graphic  and  image  file  formats  a 
must.  So  is  knowledge  for  and  expe¬ 
rience  in  a  publication  environment. 
Experience  in  Web  design,  espe¬ 
cially  HTML,  JavaScript  and  CGI 
programming,  are  also  required. 
Experience  with  SYBASE  is  desira¬ 
ble.  Please  apply  to  Dorothy 
Ingebretsen,  editorial  library  director. 
Los  Angeles  Times,  Times  Mirror 
Square,  Los  Angeles,  CA  90053. 


SHND  H&P  BOX  RHLPIHS  TO 

Editor  &  Publisher 
Classified  Ad  Dept. 

1515  Broadwav,  12th  Floor 
New  York,  NY  10036 


I  Sl'BSCRIBH  TO  E&P  TODAY  | 


Cl  4 


EDITOR  &  PUBLISHER  /  DECEMBER  11.  1999 


www.mediainfo.com 


_ classified  advertising 

1515  Broadway,  New  York.  NY  10036  •  lisad@mediainfo.com  •  michelea@mediainfo.com  •  hazelp@mediainfo.com 


Fax:  (212)  536-8800  •  Phone:  1-888-825-9149 


HELP  WANTED 


MAILROOM 


DISTRIBUTION  MANAGER 
105-year-old  family  owned  SC  daily 
(22,000)  is  seeking  an  experienced 
Distribution  Manager.  Experience 
with  Muller-Martini  inserting  Equip¬ 
ment  a  plus.  Send  resume  and 
references  to: 

General  Manager,  The  Item 
RO.  Box  1 677,  Sumter,  SC  291 50 
Or  fax  (803)  775-0028 


ZONE  9  MID-SIZED 
daily  newspaper  seeks  experienced 
Packaging  Center  Manager.  Qualified 
applicants  must  have  strong  lead¬ 
ership  and  communication  skills  and 
be  able  to  manage  a  multi-shift  opera¬ 
tion.  Mechanical  abilities  must  include 
expertise  with  a  Heidelberg  630 
inserter  and  other  state  of  the  art 
related  distribution  equipment. 

Send  resume  and  salary  history  to: 

Box  01139,  Editor  &  Publisher, 

1515  Broadway,  1 2th  FI,  NY,  NY  1 0036. 


NEW  MEDIA 


INTERNET  MANAGER 
The  Northwest  Herald,  committed  to 
bringing  it's  Internet  project  to  the 
next  level  in  the  year  2000,  is  seek 
ing  a  manager.  Role  is  to  provide 
leadership  in  developing  and  execut¬ 
ing  strategic  plans  for  increasing 
web  advertising  presence  and  improv¬ 
ing  overall  interactivity  via  the  introduc¬ 
tion  of  more  “new  media”  content. 
Requirements  for  this  position  include 
a  Bachelor's  degree  in  a  related 
field.  Qualified  candidates  will 
possess  excellent  communication, 
customer  service  and  management 
skills  as  well  as  computer  and  ana¬ 
lytical  skills. 

Send  resume  along  with  a  letter 
indicating  why  your  experience  and 
career  goals  make  you  the  perfect 
candidate  to: 

Human  Resources 
Northwest  Herald 
RO.  Box  250 

Crystal  Lake,  IL  60039-0250 
E-mail:  KathyO@NWHerald.com 


ONLINE  CREATIVE  DIRECTOR 
Seeking  vibrant,  hands-on  creative 
director  to  lead  our  design  team,  and 
help  shape  the  creative  vision  of  the 
Monitor  online.  Would  set  design 
guidelines,  design  web  pages, 
manage  special  projects,  and  design 
and  development  of  csmonitor.com 
and  other  interactive  versions  of  The 
Christian  Science  Monitor.  Should 
have  strong  knowledge  of  interactive 
design  technology  and  software. 
Strong  communication  and  organiza¬ 
tional  skills  and  desire  to  be  key 
member  of  the  Monitor's  new  media 
team.  Please  send  resumes  to: 

Christian  Science  Monitor 
Attn:  Personnel 
175  Huntington  Avenue,  A130 
Boston,  MA021 15 
E-mail:  jobs@csps.com 
Fax:  (617)  450-3856 


PHOTOGRAPHY 


PHOTOGRAPHER 

Suburban  Philadelphia  daily  has  an 
opening  for  a  sharp-eyed  shooter. 
Candidates  need  to  be  creative,  even 
on  routine  assignments.  Daily  experi¬ 
ence  preferred.  Sports  experience 
important.  Send  resume  and  samples 
to  Lanny  Morgnanesi,  executive  editor. 
The  Intelligencer,  Box  858,  333  N. 
Broad  Street,  Doylestown,  PA  1 8901 . 

PHOTOGRAPHY  DIRECTOR 
Come  lead  a  smart,  talented  11- 
person  photo  department  in  a  com¬ 
petitive  market.  We  are  a  100,000 
daily  in  central  North  Carolina. 
Qualifications:  10  years  of  photo¬ 
journalism  experience  and  excellent 
knowledge  of  Photoshop,  QuarkX¬ 
Press  and  digital  imaging.  If  you 
have  excellent  management  and 
picture-editing  skills,  send  resume 
and  work  samples  to: 

Ed  Williams,  Recruitment  Coordinator 
Greensboro  News  &  Record 
200  E.  Market  Street 
Greensboro,  NC  27420 


PREPRESS 


PREPRESS  OPERATIONS/ 
ASSISTANT  MANAGER 
We  are  a  mid-size  independent  news¬ 
paper  located  in  Zone  2  currently 
searching  for  a  technically  oriented 
individual  to  lead  its  pre-press  depart¬ 
ment.  Successful  candidates  will  have 
3  to  5  years  working  experience  in  the 
administration  of  a  Macintosh  based 
DTI  ad  production  system  and 
network  with  a  variety  of  output  and 
imaging  devices.  In  addition,  candi¬ 
dates  should  have  significant  working 
knowledge  and  experience  in  the 
following  prepress  processes  and 
equipment: 

•  Postscript  output  devices,  level  2 
and  3 

•  Pre-flighting 

•  Color  management 

•  Imagesetter  calibration 

•  PDF  workflow 

•  Scanning  and  color  correction 

•  Halftone  reproduction 

•  Print  profiling 

We  seek  an  individual  with  strong 
leadership  skills  who  can  lead  by 
example,  train  others  and  assume 
responsibility  for  producing  com¬ 
mercial  print  work  under  tight 
deadlines.  An  undergraduate  degree 
in  graphic  arts  is  desirable,  however 
individuals  with  several  years  of 
extensive  technical  experience  will 
strongly  be  considered.  Service 
Bureau  and  customer  service  experi¬ 
ence  is  also  a  plus. 

We  are  an  equal  opportunity  employer 
and  encourage  women  and  minority 
candidates  to  apply.  We  offer  a  com¬ 
petitive  compensation  plan  and 
excellent  benefits  including  a  401  (k) 
plan.  Candidates  should  send  their 
resumes  to: 

Box  01132,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036. 


PRESSROOM 


PRESS  ELECTRICIANn'ECHNICIAN 
Supplier  of  newspaper  services  look¬ 
ing  for  press  electrician/technician 
with  ability  to  trouble  shoot  press 
electrical  systems.  Candidate  must 
have  electrical  background  specific 
to  presses  with  a  minimum  of  4 
years  experience  in  the  newspaper 
industry.  Extensive  travel. 

Send  resume  in  confidence  to: 

Box  01135,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 

SUPERVISOR 

Major  newspaper  in  the  Northeast  is 
currently  seeking  a  middle  level 
manager  for  its  pressroom.  Ideal  can- 
diate  will  have  a  minimum  of  10 
years  pressroom/supervisory  experi¬ 
ence  in  newspaper  or  related 
industries.  Union  environment  expe¬ 
rience  is  helpful,  as  well  as  a  knowl¬ 
edge  of  offset  press  equipment.  This 
position  requires  and  indivual  with 
very  strong  supervisory,  communica¬ 
tions,  and  interpersonal  skills.  We 
offer  a  relocation  package  along  with 
an  excellent  salary  and  comprehen¬ 
sive  benefits.  Reply  to: 

Box  01136,  Editor  &  Publisher. 

1 51 5  Broadway,  1 2th  FI,  NY,  NY  1 0036 


_ PRESSROOM _ 

PRESSROOM  SUPERVISOR 
The  San  Jose  Mercury  News  is  look¬ 
ing  for  a  pressroom  supervisor  with 
Offset  Pressroom  experience.  Pre¬ 
vious  management/supervisory 
experience  in  a  newspaper  produc¬ 
tion  atmosphere  highly  preferred. 
Ability  to  establish  rapport  with  pre¬ 
ssroom  employees,  other  depart¬ 
ment  managers.  Solid  interpersonal 
and  writing  skills.  Good  organiza¬ 
tional  and  multi-task  skills  required. 
Must  be  flexible  in  work  hours.  Some 
PC  knowledge  desired.  Ability  to 
analyze  and  troubleshoot  mechan¬ 
ical  and  personnel  problems.  Com¬ 
prehensive  benefit  package  and 
excellent  opportunities  for  career 
growth. 

We  prefer  to  receive  resumes  via  E- 
mail  (no  attachments).  Paste/type 
your  resume  in  the  body  of  the 
message.  Specify  the  position  you 
are  applying  for  in  the  subject  box. 
You  may  also  mail  your  resume. 

Human  Resources  Department 
jobs@sjmercury.com 
San  Jose  Mercury  News 
750  Ridder  Park  Drive 
San  Jose,  CA  951 90 
Equal  Opportunity  Employer 


Newspapers  Take  You  Places.... 

A  new,  help  wanted  publication  for  entry-level 
&  early  experience  job  seekers 

Tips.  Help  Wanted  Ads.  Inspiration.  Internships. 

How-To  Info.  Training  Opportunities  &  more... 

INFORMATION  SYSTEMS  |  INFORMATION  SYSTEMS 


SENIOR  MANAGER 


The  Baltimore  Sun  is  .seeking  a  highly  motivated  senior  manager  to 
lead  its  publishing  systems  group  into  the  ne.xt  century'.  This  manager 
will  be  responsible  for  every  aspect  of  publishing  systems  including 
system  development,  implementation,  and  support  for  both  prepre.ss 
and  postpress  .systems. 

The  Sun  has  a  full  agenda  of  system  initiatives  including  editorial  front 
end  upgrade,  editorial  pagination  implementation,  classified  pagina¬ 
tion,  and  upgraded  output  management  .systems. 

The  ideal  candidate  will  be  a  .sea.soned  publishing  profe.ssional  with 
experience  in  newsroom  operations,  typography,  graphics,  ad  make¬ 
up,  and  printing  as  well  as  knowledge  of  the  systems  and  software  that 
support  them.  Strong  leadership  and  communications  skills,  and  the 
ability  to  interact  effectively  across  departmental  lines  are  e.s.sential 
skills  for  this  manager. 

If  you  have  the  skills  and  energy  for  this  challenging  position  send 
your  resume  to: 


THE  BALTIMORE  SUN 


501  .No.  Calvert  Street 
Baltimore,  MD  21278 
Fax:  (410)  783-2548 
Email:  lydia.topperfn  baltsun.com 
The  Sun  offers  a  competitive  salary  and  comprehensive  benefit  package. 
An  equal  opportunity  employer  .M/F/V/D 
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HELP  WANTED 


A 


POSITIONS  WANTED 


PRODUCTION/TECH 


DIRECTOR  OF  PRODUCTION 
Career  opportunity  to  lead  great 
color  web  offset  pressroom, 
mailroom,  ad  composition  and  grow¬ 
ing  commercial  printing  department 
at  Pacific  Northwest  community 
daily.  Send  letter,  resume,  salary  his¬ 
tory,  work  samples  to: 

Box  01125,  Editor  &  Publisher. 

1515  Broadway,  12th  FI,  NY,  NY  10036 


COX  NORTH  CAROLINA 
PUBLICATIONS  INC 
A  business  unit  of  Cox  Newspapers 
Inc.,  is  looking  for  an  experienced 
leader  to  manage  production  at  our 
new  central  printing  facility,  located 
in  Greenville,  NC.  This  is  an  excep¬ 
tional  opportunity  for  the  successful 
candidate  to  get  in  on  the  ground 
floor  of  a  new  operation  which  will 
become  a  world-class  print  produc¬ 
tion  center.  We  have  built  a  first  rate 
facility  with  capacity  to  grow.  A  mod¬ 
ern  pre-press  operation  supports  two 
new  single-width  newspaper  press 
lines  and  two  narrow  web  com¬ 
mercial  presses.  Two  SLS-1000A 
insert  lines  are  used  to  package  our 
two  daily  newspapers,  nine  non¬ 
dailies,  and  numerous  commercial 
products.  UV  and  cold-set  web  com¬ 
mercial  printing  is  supported  by  a 
bindery  with  cutting,  folding  and 
stitch/trim  capability. 

This  production  management  oppor¬ 
tunity  awaits  a  leader  with  proven 
management  capability  backed  with 
at  least  5  years  of  newspaper  or  com¬ 
mercial  production  experience.  We 
are  seeking  an  individual  who  can 
achieve  the  production  objectives  of 
resource  management,  consistent 
product  quality,  and  a  commitment  to 
continuous  improvement  through 
strong  interpersonal  and  communica¬ 
tion  skills,  employee  training,  process 
control,  and  cooperative  alliances 
with  internal  departments  and  ven¬ 
dors. 

Cox  North  Carolina  Publications,  Inc 
is  an  Equal  Opportunity  Employer 
with  competitive  salary  and  excellent 
benefits,  including  a  401  (k)  and  sup¬ 
plemental  pension  plan. 

To  apply  for  this  position,  send  your 
resume  and  salary  requirements  to: 

Cox  North  Carolina  Publications,  Inc. 

Attn:  Human  Resources 
RO.  Box  1967 
Greenville,  NC  27835-1967 


PRODUCTION/TECH 


PRODUCTION/TECHNOLOGY  DIRECTOR 
The  North  Georgia  Newspaper 
Group,  a  business  unit  of  Community 
Newspaper  Holdings  Inc.,  located  in 
Dalton,  Georgia  is  seeking  an  experi¬ 
enced  production/technology 

director  to  manage  our  prepress, 
press  and  technology  director  to 
manage  our  prepress,  press  and 
technology  departments.  This  posi¬ 
tion  involves  hands-on  responsibility 
in  all  facets  of  the  production  process 
and  maintenance  of  all  computer 
systems  -  software  and  hardware. 

The  qualified  candidate  will  be  skilled 
in  the  areas  of  newspaper  production, 
operational  analysis,  multiple  com¬ 
puter  platforms  (i.e.,  Apple,  PC, 
Baseview  and  FSI  front  end  systems) 
and  budgeting.  As  Production/ 
Technology  Director  of  group  news¬ 
papers,  you  will  be  charged  with 
motivating  team  members  of  the  pre¬ 
press/press  departments  to  high 
performance  in  every  aspect  of  their 
work.  Requires  5-8  years  of  newspa¬ 
per  production  management  experi¬ 
ence  in  the  newspaper  industry.  We 
offer  an  attractive  salary  and  benefits 
package  plus  moving  expenses. 
Interested  candidates  may  apply 
online,  send  or  fax  resume  with 
salary  requirements  to: 

Richard  D.  Brown 
Division  Manager/Vice  President 
North  Georgia/Alabama  Division 
PO.  Box  1167,  Dalton.  GA 30722-1 167 
Fax:  (706)  272-3829 
E-mail:  rbrown@cnhi.com 


PUBLIC  RELATIONS 


THE  U.S.  ATTORNEYS 
office  for  the  Eastern  District  of  Cali¬ 
fornia  is  currently  recruiting  for  a 
Public  Affairs  Specialist.  The  salary 
range  is  $48,977  to  $63,671  per 
annum.  This  position  is  located  at 
501  I  Street,  Sacramento, CA  95814. 
Contact  Martha  Bennett,  personnel 
officer,  at  (916)  554-2749  for  more 
information  on  how  to  apply.  The 
vacancy  announcement  number  is 
99-EDCA-16  and  is  posted  on  the 
web  at  www.usajobs.opm.gov  under 
current  job  openings.  Deadline  to 
apply  is  January  3,  2000.  This  posi¬ 
tion  is  subject  to  drug  testing  by  urina¬ 
lysis  and  a  background  investigation 
administered  by  the  U.S.  Department 
of  Justice.  The  U.S.  Attorney's  Office 
is  an  equal  opportunity  employer. 


ADMINISTRATIVE 


Rates  are  per  line,  per  issue,  3  lines  minimum,  count  approximately  34 
characters  and/or  spaces  per  line,  no  abbrevations. 


ATTENTION  ADVERTISERS 

Please  Note  cur  Holiday  Deadlines 
ISSUE  DATE  MATERIAI.  DEADLINE 


December  25, 1999  Monday;  December  20, 1999  3:00  pm  EST 

January  1, 2000  Monday  December  27, 1999  (fi  3:00  pm  EST 

editorOTublisher 


THE  PALM  BEACH  POST 
SALES  MANAGER  -  INSIDE  SALES 
An  exciting  opportunity  exists  for  an 
individual  to  lead  a  newly  created 
inside  sales  team.  The  ideal  candi¬ 
date  will  have  a  minimum  of  3  recent 
years  inside  sales  experience  and  2 
years  sales  management  experi¬ 
ence,  preferably  in  a  newspaper 
environment.  Ability  to  hire,  train  and 
motivate  a  high  achieving  sales  team. 
Bachelor's  degree  preferred.  Apply  to: 

HR,  RO.  Box  24700 
W.Palm  Beach  FL33416 


Orfax  (561)  820-4192 


COMMUNITY  PUBLISHER  SEEKING 
position  as  Publisher/General  Man¬ 
ager.  20  years  of  good  solid  experi¬ 
ence  in  advertising,  circulation,  niche 
market  products  and  commercial 
printing.  Living  in  southern  Arizona 
will  relocate. 

Call  Lonnie  at  (520)  663-1763  or 
E-mail  landp@uswest.net 


EDITORIAL 


EXPERIENCED  EDITOR-REPORTER 
19  years  wants  in  home  work.  (509) 
453-3224  or  obi  knowbeee@aol.com 


I  POSITIONS  WANTED 


ADMINISTRATIVE 


PUBLISHER'S  CONSULTANT: 

I  work  as  the  publisher’s  right  hand, 
for  as  long  as  needed,  to  solve  ad 
revenue,  circulation  and  editorial 
problems.  Also  able  to  develop  and/ 
or  implement  new  policies.  Skilled  in 
cold  starts  or  in  new  edition  devel¬ 
opment.  Thirty  years  experience  in 
daily,  weekly  and  TMC.  All  services 
confidential.  Call  Michael  Bradley  at; 

(508)  563-2835  or 
E-mail:  mbradley@capecod.net 


Excellent  adrertising  ralue  for  newspapers.. 
- In  print  &  on  our  website - 


PUBLIC  RELATIONS 


LONGTIME  TV  BOOK  editor/columnist, 
proofreader  seeking  entertainment  job. 
Contact  Brad,  (956)  425-8887 


REPORTER/FEATURES  WRITER 
Hungry,  versatile  NW  scribe  seeks 
lOOK-t-  paper  for  GA/features.  Eight 
years'  experience;  four  in  features. 
Fresh,  original.  Writes  next  month’s 
package  and  Page  One  tomorrow. 

Reply  to  Box  01124,  Ed'tor  &  Publisher 
1 51 5  Broadway,  1 2th  FI,  NY,  NY  1 0036 


PUBLIC  RELATIONS 


MEDIA  PROGRAMS  COORDINATOR 


The  East-West  Center  is  a  nonprofit  education  and  research  institution 
established  in  Hawaii  in  1960  with  a  mandate  “to  promote  better  relations 
and  understanding  between  the  United  States  and  the  nations  of  Asia  and 
the  Pacific  through  cooperative  study,  training,  and  research". 

Applications  are  being  accepted  for  a  three-year  limited  position  as  Media 
Programs  Coordinator.  The  coordinator  plans  and  manages  the  Center's 
programs  to  enhance  media  professionals’  knowledge  and  understanding 
about  Asia  and  the  Pacific  through  professional  development  programs  for 
journalists;  through  interaction  among  journalists,  media  executives, 
scholars  and  other  professionals;  and  through  EWC  seminars,  briefings 
and  study  tours.  The  coordinator  also  develops  collaborative  relationships 
and  projects  with  other  organizations;  prepares  materials  for  publication; 
develops  proposals  for  external  funding;  and  contributes  to  the  intellectual 
and  cultural  life  of  the  East-West  Center  community. 

SALARY:  $53,793.00  to  $60,965.00  per  year,  depending  on  qualifications, 
plus  cost-of-living  allowance  (COLA)  currently  at  25%  (subject  to  change) 
and  an  attractive  benefits  package. 

Qualifications  and  application  requirements,  see: 

http://www.ewc.hawaii.edu 
Send  application  materials  to: 

Human  Resources  Office 
East-West  Center 

1601  East-West  Road,  Honolulu,  Hawaii  96848-1601 
Fax:  (808)  944-7970 

Materials  must  be  postmarked/FAXed  by  January  20, 2000 


X 


EAST-WEST  CENTER 


An  Equal  Opportunity  Employer 
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PUBLi^riER  ANNUAL  DIRECTORIES 

Order  Now! 

You'll  find  everything  you  need  to  know  about  newspapers  around  the  world  in  the  Editor  &  Publisher 
International  Year  Baok,  the  encyclopedia  of  the  newpoper  industry.  Part  1  provides  the  most 
up-to-date  data  on  U.S.,  Canadian  and  foreign  dailies...news,  picture  and  syndicated  services... 
equipment/interactive  companies  and  more!  Part  2  covers  community,  specialty  and  free  publications. 
And  Part  3  is  a  phone  directory  of  all  the  major  players  in  both  daily  and  non-daily  papers. 

Want  to  get  your  hands  on  the  most  comprehensive  data  for  U.S.  and  Canadian  markets?  Turn  to  the 
Editor  &  Publisher  Market  Guide,  the  only  reference  with  both  quantitotive  and  qualitative  data, 
including  cost  of  living,  crime  and  quality  of  life  indices...graduation  levels...housing  and  rental  rates... 
relocation  information...exclusive  economic  ond  demographic  projections  and  much  more! 

ALL  TITLES  NOW  AVAILABLE  ON  CD-ROM.  For  faster  service 
or  lor  informotion  on  our  CD-ROMs,  coll  1-888-612-7095. 


INTERNATIONAL  YEARBOOKS 


1  hove  chosen. 

Your  Business  (Check 

one  category  only). 

1.  □  Newspaper 

!/.□  Publishing  other 

2.  □  Newspaper 

thon  Newspoper 

Equip.  Mfr. 

18.  □  Reel  Estate 

3.  □  Syndicate/ 

20.  J  Food:  Rest./ 

Newsservice 

Whisle 

4.  □  Ad  Agency 

21.  □  Insurance 

S.  □  Public  Relations 

22.  □  Medio 

firm 

23.  J  Non-profit 

6.  □  Legal  firm 

24.  □  Recruiter/ 

7.  □  Government 

Empl.  Agency 

8.  □  Mfr.  -  General 

2S.  □  Mktg./Research 

9.  □  Mfr.  -  Auto 

26.  J  Utility 

&  Truck 

27.  □  Entertainment 

10.J  Mfr.  Food 

28.^  Rook  Dist. 

!!.□  Service  Industry 

29.  □  Fronchise 

I2.^  University/ 

30.  □  School/Univ. 

Public  Library 

31.  □  Supermarket 

13.J  Ftnancial 

32.  □  Drugstore 

14.  □  Retail 

33.  □  Hos^ 

IS.J  Public 

34.  J  Grajdiic  Arts/ 

Transportation 

Printing 

16.J  Individual 

19^  Other: 

IMGB1299 

□YES!  Please  rush  my  order  lor  the  International  Year  Book  in  the  lormot  and  version  I  hove  chosen. 

Nome _ 

Title _ 

Company. 

Address— 

City _ 

OTY: 

( 


Stole  . 


Zip. 


)  3-Volume  Set:  $200  eoch 
(  )  Volumes  I  &  3:  $1 50  for  both 

(  ) Volume!  only: Si 25 each 

(  )  Volume  2  only:  $109  each 

(  )  Volume  3  only:  $50  each 

(  )  CD-ROM  version  of  the 

International  Year  Book 
with  listing  capabilities:  $895 
(one  user  only).  For  muhi-user 
licensing  informotion,  coll 
1-800-336-4380  ext.  172. 


J  Check  Amount  Enclosed  $ _ 

(Poyoble  to  Edh»  I  PwUskfr  IW  Book  in  liS  doflors  only. 

U.S.  ond  Conodo  shipping  and  hondling  odd  $12;  foreign  odd  $45) 


Charge  my:  JVISA  JMC 

Account  # _ 

Signature _ 

Phone  # _ 

Fox# _ 


□  AMEX 

_ Exp.  Date_ 


Poyment  must  occompony  oH  orders.  CA,  CO,  DC,  FL,  6A.  IL,  MA,  MD,  NV, 

NY,  OH  ond  TX  residents,  pieose  odd  opprop^e  soks  tox.  Conodo  resi¬ 
dents,  pleose  odd  GST.  No  shipping  to  PO.  Mxes.  All  CD  ROM  soles  ore  finoi. 


MARKET  GUIDE 


□YES!  Pleose  rush  my  order  for  the  EiBtor  i  PubBsber  Market  Gw6e 
in  the  format  I  have  chosen. 

Nome _ 

Title _ 

Compony _ 

Address - 

CHy _ 


Stole  _ 


Zip. 


OTY: 


1 2000  Morket  Guide 
at  $140  each 

I  CD-ROM  copies  of 
the  2000  Market  Guide 
at  $795  each. 


□  Check  Amount  Enclosed  $ _ 

(Poyoble  to  EiBtor  I  PMshor  Year  Book  in  US  doUors  only. 

U.S.  ond  Conodo  sh^iping  ond  hondling  odd  $1 2;  foreign  odd  ^5) 


charge  my: 
Account  #— 
Signolure  — 

Phone  # _ 

Fox# _ 


□  VISA 


□  MC  □AMEX 
_ Exp.  Dote. 


Payment  must  occompony  oil  orders  CX,  CO,  DC,  FI,  GA,  IL,  MX.  MO.  NV. 

NY.  OH  ond  IX  residents,  pleose  odd  approoriate  soliK  tax.  Conodo  resi- 
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Wall  St.  forecaster  suggests 
traditional  ad  cycle  is  dead 

BOLD  PREDICTION  MADE  AT  PAINEWEBBER’S  MEDIA  CONFAB  BY  JOE  NICHOLSON 


DaineWebber  is  suggesting  the 

ad  sales  cycle  as  we  have 
known  it  has  ended. 

That  was  the  most  startling 
suggestion  made  last  week  at 
the  financial-services  firm’s  27th  annual 
Media  Conference  in  New  York. 

Prognosticators  of  all  stripes,  however, 
agreed  advertising  sales  will  go  up,  up,  up. 

“We  are  in  the  midst  of  an  historic  shift 
[in  advertising],”  contended  Sumner  M. 
Redstone,  chairman  and  CEO  of  Viacom 
Inc.,  who  added  that  branding  has  assumed 
new  importance  because  of  the  pro 
liferation  of  media  outlets 
seeking  cus¬ 
tomers. 

“In  a  rapidly 
fragmenting 
world,  branding 
is  critical,”  said 
Redstone.  “Adver¬ 
tising  is  no  longer  a  luxury.  It’s  a  necessi¬ 
ty.  It’s  critical  to  survival.” 

Later,  talking  to  E&P,  Redstone  declined 
to  predict  the  impact  of  the  “historic  shift” 
in  ad  spending  on  newspapers,  saying,  “I’d 
like  to  take  business  away  from  the  newspa¬ 
per  industry.” 

Leland  A.  Westerfield,  PaineWebber’s 
senior  analyst  for  broadcasting  and  publish¬ 
ing,  said  in  an  interview:  “It  would  take  a 
catastrophic  shock  to  consumer  spending  to 
see  advertising  decline  ...  in  the  next  five, 
six,  or  seven  years. 

“Are  you  asking,  ‘Will  advertising  ever 


decline  again?’  In  the  distant  future,  yes,  but 
not  while  my  child  is  still  in  school,”  said 
Westerfield,  whose  child  is  2  months  old. 

A  Paine  Webber  research  report,  written 
by  Westerfield  and  distributed  at  the  confer¬ 
ence,  said,  “We  suspect  that  the  ma¬ 
jority  of  advertising  forecasters 
believe  that  the  his¬ 
torical  cycles  of 
the  last  half 
century  will 
repeat. 


fore  the  year 
2000  will  mark  a  Leland  A.  Westerfield, 
peak  year  after  senior  analyst 
which  growth  in 

advertising  will  slow. ...  In  our  view,  adver¬ 
tising  is  poised  to  break  out  from  historical 
cycles,  driven  by  the  increasing  brand-name 
competition  among  e-brands  and  traditional 
brands.” 

The  report  concluded:  “With  the  veloc¬ 
ity  of  new  brand  introductions  accelerat¬ 
ing.  advertising  dollars  as  a  percentage  of 
GDP  [gross  domestic  product]  should 
continue  to  rise  after  year  2000,  marking 
an  end  to  historic  advertising  cycles.” 


PaineWebber 


National  advertising  jumps  17.9% 


National  advertising  spending  roared 
ahead  in  the  third  quarter.  Jumping 
17.9%,  well  ahead  of  the  solid  but 
unspectacular  advances  in  retail,  which 
rose  3%,  and  classified,  which  in¬ 
creased  4.5%,  the  Newspaper  Associa¬ 
tion  of  America  reported  Dec.  6. 

National  advertising  came  racing 
into  the  year  and  continued  to  skyrock¬ 
et,  gaining  12.6%  in  the  first  quarter 
and  17.4%  in  the  second  quarter. 

Over  the  year’s  first  nine  months, 
national  advertising  gained  16%, 
reaching  $4.9  billion;  retail  increased 


3%,  bringing  in  $14.8  billion;  and  clas¬ 
sified  rose  4.5%,  accounting  for  $13.2 
billion. 

Taken  together,  all  forms  of  advertis¬ 
ing  garnered  $32.9  billion,  a  5.2% 
increase  over  the  year’s  first  nine 
months. 

NAA  President  and  CEO  John  F. 
Sturm  called  the  national  advertising 
surge  during  the  first  three  quarters  of 
1999  “astounding”  and  predicted 
“these  large  gains  in  national  will  con¬ 
tinue  in  the  fourth  quarter.” 

—  Joe  Nicholson 


James  Conaghan.  vice  president  for  mar¬ 
ket  analysis  of  the  Newspaper  Association 
of  America,  said,  “I  wouldn’t  hang  my  fore¬ 
casting  hat  on  it. 

“Very  few  forecasters  predicted  the 
downturn  in  1990-91,”  said  Conaghan,  who 
added  that  he  would  be  “surp-ised”  if  the 
traditional  ad  cycle  ended. 

Newspaper  industry  forecaster  Miles 
E.  Groves  said.  “I  think  they’re  Just  so 
excited  because  there 
is  so  much  dot-com 
,  advertising  out  there 
i  that  no  one  saw  a 
year  ago. 

“I  don’t  believe  the 
cycle  is  gone,”  added 
Groves,  senior  vice 
president  and  chief 
economist  of  the 
Barry  Group,  a  media 
marketing  firm  based 
in  Bethesda.  Md. 

The  ongoing  surge 
may  make  ad  spend¬ 
ing  an  increasingly  large  percentage  of 
GDP,  said  Groves.  Newspaper  advertising 
will  continue  to  grow  next  year,  he  predict¬ 
ed,  saying  he  expected  national  to  grow 
10.8%,  retail  to  advance  4.7%,  classified  to 
increase  4%. 

“It’s  still  going  to  be  a  cycle,  but  on  a 
different  plane,”  he  said,  adding  that  ad 
spending  will  “come  down  Just  as  it  has  in 
the  past.” 

The  dean  of  prognosticators.  Robert  J. 
Coen  of  New  York-based  Universal  Mc¬ 
Cann,  predicted  advertising  would  outpace 
the  economy  in  most  years  in  the  next  cen¬ 
tury.  “New  technology  and  online  com¬ 
merce  will . . .  make  for  growing  importance 
for  advertising’s  role.”  said  Coen,  Universal 
McCann’s  senior  vice  president  and  direc¬ 
tor-forecasting. 

Coen  predicted  overall  ad  spending  next 
year  will  be  “even  more  robust”  than  in 
1999,  rising  an  “exceptional”  8.3%  to  a  pro¬ 
jected  total  of  $233  billion. 

Newspaper  national  advertising  will 
grow  8%  next  year  to  a  total  of  $6,415  bil¬ 
lion,  and  newspaper  local  advertising, 
which  includes  retail  and  classified,  will 
advance  6%  to  $43,085  billion,  according  to 
Coen’s  forecast.  ■ 
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User,  vendor  CTP  perspectives 

DIRECT  OUTPUT  EXPANDS  WITHIN  THOMSON’S  OHIO  GROUP  BY  JIM  ROSENBERG 


With  more  than  a  year  of 
all-digital  work  flow  un¬ 
der  its  belt,  Thomson 
Newspapers’  cluster  of 
Ohio  dailies  will  add  a 
second  computer-to-plate  imaging  system 
for  its  own  use  next  year  and  has  already 
begun  work  with  pairs  of  platesetters  that 
output  only  USA  Today  pages. 

The  strategic  marketing  group’s  eight 
‘dailies  and  three  weeklies  are  100%  pagi¬ 
nated  except  for  the  “rare”  full-page  ad 
that  must  be  processed  as  hard  copy, 
according  to  Ken  Shelby,  Ohio  group  pro¬ 
duction  and  technology  vice  president. 

At  this  fall’s  International  Newspaper 
Group  (ING)  conference  in  Baltimore, 
Shelby  looked  back  on  the  first  15  months 
of  outputting  group  papers  through  a  plate- 
setter  at  the  News  Journal  plant  in  Mans¬ 
field.  He  now  looks  ahead  to  a  total  of  six 
devices  in  two  plants:  two  for  the  local 
Thomson  papers  and  four  for  USA  Today. 

Over  a  year  ago,  the  group  implemented 
portable  document  format  technology  to 
send  full  pages  to  three  remote  print  sites. 
“After  many  challenges  with  PDF,”  said 
Shelby,  “we  now  use  that  technology  with 
a  great  deal  of  success  and  have  converted 
the  majority  of  our  advertisers  and  com¬ 
mercial  customers  to  that  technology.” 

So,  with  pagination  complete,  PDF  in 
place,  and  CTP  the  next  logical  step,  the 
Mansfield  plant  installed  a  PrePress  Solu¬ 
tions  FasTrak  plate  line,  with  automatic 
plate  loader  and  online  processor  {E&P, 
June  13,  1998,  p.  32). 

The  operation  uses  DuPont  silver-based 
plates  and  chemistries.  Shelby  noted 
both  the  limited  number  of  silver- 
based  products  and  the  need  to  match 
chemistry  and  plate  vendor. 

Instead  of  buying  a  second  Fas¬ 
Trak  when  one  alone  can  handle  all 
platemaking  needs,  the  two  PrePress 
Panther  Pro  46  film  imagesetters  are 
still  used  to  back  up  the  FasTrak.  “We 
were  able  to  build  a  page  template 
that  works  with  both  the  FasTrak  and 
Pro  46s.”  said  Shelby.  If  the  FasTrak 
goes  down,  the  print  spooler  can 
transfer  incoming  files  to  the  Pro  46. 

For  two  smaller  publications,  the 
operation  began  testing  polyester 
plates,  and  the  “early  results  look 
very  positive  for  cost  reduction  and 


quality  improvement,”  Shelby  told  produc¬ 
tion  managers  at  the  annual  ING  meeting. 
“The  only  drawbacks,”  he  added,  were 
changes  to  the  Urbanite  “to  accommodate 
both  polyester  and  conventional  plates.” 

Calling  the  FasTrak  “extremely  fast. 
Shelby  said  Mansfield  images  four-color 


Ken  Shelby  with  a  FasTrak  page  plate 


pages  “RIP  to  plate,  in  about  six  minutes.” 
From  the  start,  “quality  improved  immedi¬ 
ately,”  he  continued.  More  detail  was  visi¬ 
ble  in  color  photos  and  halftones,  and 
pages  ran  cleaner  with  less  water  and  ink. 

Four-color  pages  are  now  accepted  on 
deadline.  Page  One  is  the  last  to  arrive,  and 
although  its  deadline  is  generally  30  min¬ 
utes  before  press  time,  said  Shelby,  “we 
are  now  running  at  15  minutes  before 
press  start  with  the  last  page.” 


By  reaching  agreement  over  the  future 
jobs  of  80  production  workers,  Hollinger 
International  Inc.’s  Pioneer  Press  commu¬ 
nity  newspaper  chain  and  the  Chicago 
Newspaper  Guild  avoided  what  could 
have  become  the  first  labor  dispute  at  the 
new  but  not  yet  opened  Chicago  Sun- 
Times  printing  plant. 

The  agreement  settles  the  thorny  issue 
of  the  fates  of  Pioneer  production  workers 
after  the  chain  closes  its  Northbrook,  111., 
plant  next  spring  and  produces  its  papers  at 
the  $  100-million  plant  of  its  big  sister,  the 
Sun-Times.  In  an  unusual  arrangement,  the 
guild,  traditionally  a  union  of  newsroom 
and  office  employees,  represents  Pioneer 
printers,  platemakers,  and  composing- 
room  and  packaging-center  workers. 

When  Pioneer  announced  in  1998  that 
it  would  close  the  Northbrook  plant,  the 
guild  argued  that  its  contract  required  that 
the  workers  get  positions  at  the  Sun-Times 
plant,  where  several  other  unions  represent 


CTP  saves  more  than  time.  Shelby 
reported  the  first  set  of  live  plates  reduced 
start-up  waste  by  approximately  100 
copies  per  press  start. 

Though  Shelby  said  the  device  has 
proved  very  reliable,  he  cited  problems 
early  on  with  its  lasers,  power  supply,  and 
autoloader.  PrePress  upgraded  the  laser 
and  power  supply,  but  "the  biggest  prob¬ 
lem  we  encountered  was  with  the 
autoloader,”  he  continued.  “We  had  to  go 
through  several  software  upgrades  to  the 
interface  between  the  autoloader  and  the 
platesetter  before  we  could  eliminate  inter¬ 
mittent  system  crashes  and  freeze-ups.” 

Two  other  problems  also  are  now  histo¬ 
ry.  As  one  of  very  few  U.S.  sites  running 
live  CTP,  initial  platesetter  calibration  “was 
a  guess  at  best.”  Shelby  remarked.  And 
though  at  first  a  processing  chemical  “left 
an  oily  film  coat  on  the  plate.”  Shelby  said 
the  vendor  “added  a  water  bath  on  the  end 
of  the  processor  that  eliminated  that.” 

But  the  technology  remains  costly.  “With 
plate  costs  being  so  high,  the  only  major 
savings  are  in  labor,”  Shelby  warned.  “The 
cost  of  plates  must  come  down.  We  are 
now  paying  close  to  I'li  times  the  price  of 
a  conventional  plate.  We  desperately  need 
more  vendor  choices  . . . .” 


production  workers.  Pioneer,  the  Sun- 
Times,  and  Hollinger  all  refused  to  arbi¬ 
trate  the  issue.  Last  month  the  guild  filed 
suit  in  U.S.  District  Court  seeking  to  com¬ 
pel  arbitration.  “What  the  settlement 
amounts  to  is  that  people  from  Pioneer 
Press  will  be  afforded  job  opportunities  at 
the  Sun-Times  plant,  and  they  will  then  be 
covered  by  whatever  union  has  jurisdiction 
for  their  work,”  said  Gerald  Minkkinen, 
executive  director  of  the  guild  local. 

The  Sun-Times  should  have  jobs  for  all 
the  Pioneer  Press  employees,  said  Ted 
Rilea,  vice  president/labor  relations  for  the 
Sun-Times  and  Hollinger’s  Chicago  group 
of  papers.  “We  need  their  expertise  —  par¬ 
ticularly  in  the  pressroom  where  they  have 
offset  experience,”  he  said.  The  468,170- 
circulation  Sun-Times,  the  largest  newspa¬ 
per  in  the  nation  still  printed  on  letterpress, 
has  begun  producing  about  85,000  copies 
daily  on  the  new  Goss  Newsliner  offset 
presses.  —  Mark  Fitzgerald 


Guild,  Pioneer  Press  reach  plant  pact 
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On  balance,  however,  Shelby  said  he  is 
very  happy  with  CTP  technology  and  its  im¬ 
pact  on  operations.  In  fact,  "in  the  first  quar¬ 
ter  of  2000,”  he  said,  "we  will  add  another” 
platesetter,  to  the  plant  in  Newark,  where 
Thomson  publishes  The  Advocate.  Though 
satisfied  with  the  FasTrak,  that  new  machine 
probably  will  be  the  same  model  Barco 
imager  supplied  there  and  in  Mansfield  by 
Gannett  for  printing  USA  Today. 

FasTrak  CTP  is  used  only  for  Thomson’s 
papers,  though  Mansfield  has  printed  USA 
Today  for  many  years.  When  Newark,  which 
began  printingCS/l  Today  in  1995,  goes 
100%  CTP,  a  third  Barco  machine  there 
would  simplify  training  and  use,  and  could 
serve  more  easily  as  a  back-up  than  a  dis¬ 
similar  machine,  said  Shelby. 

Early  this  month,  he  reported  already  out- 
putting  some  USA  Today  pages  through 
CTP.  Gannett’s  original  plans  called  for  full 
conversion  to  CTP  by  year’s  end. 

Last  spring,  Gannett  said  it  would  put  56 
Barco  CrescentNews  platesetters  into  33 
print  sites.  ( Higher- volume  sites  were  to  get 
Polaris  platesetters  from  Agfa,  which  also 
supplies  plates,  processors,  and  work-flow- 
management  software.  See  E&P,  July  10,  p. 
30.)  Unlike  the  flatbed  FasTrak.  the 
CrescentNews  is  an  internal  drum  machine 

.Dn.ihe.supply.side 


(with  built-in  register  punch).  Its  green  laser 
images  up  to  50  single-page  plates  per  hour 
and  can  expose  a  double  truck. 

USA  Today  transmits  pages  as  bitmaps 
from  its  Rosslyn,  Va.,  headquarters,  which 
does  not  operate  in  a  PDF  output  environ¬ 
ment.  said  the  paper’s  production  vice  presi¬ 
dent,  Ken  Kirkhart. 

In  describing  conversion  to  CTP,  Kirkhart 
emphasized  the  importance  of  training,  the 
“different  skill  levels  required  to  operate”  in 
a  direct-to-plate  work  flow,  and  the  possible 
need  to  hire  temporary  technical  help.  USA 
Today,  he  said,  needed  training  beyond  the 
first  eight  days  to  make  the  process  work  (it 
took  just  three  to  get  the  machines  making 
plates).  "Training  is  never  enough,”  he 
remarked. 

Conventional  platemaking  evolved  over 
40  years,  becoming  friendlier  to  users  and 
the  environment,  said  Mark  Oser,  Western 
Lithotech  research  and  development  direc¬ 
tor.  With  CTP,  however,  manufacturers  had 
more  to  learn  than  users.  A  short  list  from 
Oser:  better  anodizing  to  resist  scratching; 
emulsions  1 0,0(X)  times  faster  than  conven¬ 
tional  materials  and  sensitive  to  la.sers  of  dif¬ 
ferent  wavelengths;  aluminum  substrates 
that  perform  without  damage;  graining  to 
hold  new  coatings,  ensure  latitude  in  ink- 


water  balance  similar  to  conventional  plates, 
and  maintain  ink  rheology  under  varying 
conditions;  and  better  processing  chemistry 
to  avoid  redeposition  and  spotting. 

Owing  to  the  need  for  register-critical 
flatness,  Oser  doesn’t  see  plate  material  ever 
being  sold  in  more-convenient  rolls.  (Even 
when  coated  as  a  roll,  the  material  is  wound 
around  a  foot-wide  core.) 

Besides  creating  all-digital  work  flows 
with  proper  data  formats  and  adequate  file- 
transfer  capacity,  Oser  said  newspapers  can 
prepare  for  CTP  by  outputting  in  a  near¬ 
dust-free  environment,  adhering  to  all  ven¬ 
dor-prescribed  maintenance  procedures,  and 
learning  to  use  plate  densitometers. 

Shelby  and  Kirkhart  use  X-Rite  428  den- 
sitiometers  for  relative,  not  absolute,  mea¬ 
sure  of  plate  image  quality.  USA  Today  will 
replace  its  device.  Film  densitometers,  said 
Oser,  lack  the  algorithms  for  plate  scans  that 
can  capture  accurate  data  for  feeding  back 
into  a  RIP.  He  mentioned  the  Acme  Plate 
Dot  Reader  (now  also  available  from  X- 
Rite)  as  a  suitable  device. 

Oser  echoed  Kirkhart  in  his  last  recom¬ 
mendation:  Allow  ample  time  for  training 
by  each  contributing  vendor,  and  plan  an 
implementation  schedule  that  includes  time 
to  learn  from  mistakes.  ■ 


Prepress 

Software  Consulting  Services,  Naza¬ 
reth.  Pa.,  announced  the  release  of  version  3 
of  the  GoodNews  system  from  Italy’s  Tera 
S.p.A.  While  Tera  is  setting  up  offices  in  the 
United  States  {E&P,  Dec.  4,  p.  44)  to  sup¬ 
port  existing  customers  and  target  the  top 
100  dailies  for  future  sales,  SCS  continues 
to  offer  the  editorial  and  pagination  system. 
The  new  release  sim¬ 
plifies  maintenance 
and  user  access  to 
page  information. 

SaxoTech  Inc., 

Bethesda.  Md.,  added 
to  its  board  of  direc¬ 
tors  Reg  Murphy,  who 
also  advises  the  board  i 
of  Danish  parent  com-  Reg  Murphy 
pany  SaxoTech  A/S. 

Murphy’s  30-plus 

years  at  U.S.  newspapers  includes  senior 
management  positions  at  the  Atlanta  Con- 
.stitution,  San  Francisco  E.xaminer,  and  Bal¬ 
timore  Sun.  He  recently  served  as  National 
Geographic  Society  president  and  CEO. 
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Atex  Media  Solutions.  Bedford,  Mass., 
named  three  new  vice  presidents.  Heading 
North  American  installations,  Terry  Zysk 
was  with  Nextera  (formerly  Symmetrix 
Consulting  Group),  where  she  led  large 
teams  that  installed  custom  software  sys¬ 
tems  and  managed  new  business  practices 
for  the  firm’s  financial-services  clients. 
Running  North  American  sales,  Mark 
Reyna  Joined  Atex  from  Applix,  developer 
of  Internet-based  customer-relationship- 
management  and  business/customer  analyt¬ 
ic  software.  He  earlier  held  positions  with 
Zenith  Data  Systems  and  Deloitte  &  Touche 
Consulting.  Senior  Vice  President  and  Chief 
Financial  Officer  Jose  Quintilla  most  recent¬ 
ly  served  as  CFO  at  MITI,  a  database-solu¬ 
tions  supplier  to  direct  marketers.  He  earlier 
held  financial  and  operations  management 
positions  at  EDS  and  Prime  Computer  and 
consulted  on  electronic  commerce  for 
Prodigy,  Open  Market,  and  other  firms. 

System  Integrators  Inc.,  Sacramento. 
Calif.,  appointed  Alistair  Langford- Wilson 
as  editorial  program  director,  completing  its 
Insiight  editorial  product  team.  He  reports 
to  Albert  de  Bruijn.  SII’s  new  newspaper 


operations  marketing  vice  president.  Both 
are  former  Cybergraphic  Systems  exec¬ 
utives  from  Australia.  Before  joining 
Cybergraphic  five  years  ago,  Langford- Wil¬ 
son  spent  more  than  1 5  years  at  newspapers, 
holding  senior  editorial  posts  in  Australia 
and  Hong  Kong. 

At  Systems  Integrators  (UK),  Thatcham. 
U.K.,  Chris  Kidd  was  appointed  country 
manager,  where  he  directs  new-business 
strategy  for  Insiight  products  and  ensures 
after-sales  support  and  maintenance  for 
existing  customers.  Lidd  earlier  worked  for 
Turning  Point  Technologies,  Apple  UK.  and 
Atex  Inc. 

Output 

SeeColor  Corp.,  Mountain  View, 
Calif.,  has  sold  seven  SeeColor  RIP 
proofing  systems  to  The  Orlando  (Fla.) 
Sentinel  for  previewing  color  pages  as 
proofs  on  newsprint  before  they  are  print¬ 
ed  on  press.  Installed  in  the  editorial  and 
prepress  departments,  the  systems  consist 
of  SeeColor  raster  image  processors  and 
36-inch-wide  Hewlett-Packard  DesignJet 
2000CP  printers  fed  with  end  rolls  of 
newsprint  from  the  pressroom.  Four 

www.mediainfo.com 


1 


West  elevation  of  Skagit  Vaitei^e^lcTs  new  headquai^r^irMount  Vernon,  Wash. 


on.the_supply.side 


remote  bureaus  use  SeeColor  RIPs  with  puts  a  two-unit  stacked  arrangement  at  one  on-site  coordinator  of  the  L)s  Angeles  Times 

Epson  Stylus  Pro  3000  17-by-22-inch  end  of  the  press  and  three  single  units  atop  project  and  in  international  sales, 

inkjet  printers,  which  output  on  heavy  existing  units  at  the  opposite  end  of  the  oi  ♦ 

newsprint-colored  paper  supplied  by  Kon-  press,  creating  nine  two-high  arrangements  ana  prOC6SS 

ica  Graphic  Imaging.  The  Sentinel'?,  See-  and  an  Urbanite  folder  with  22-inch  cutoff.  Harding  Ankarlo  designAliiance. 
Color  RIPs  are  calibrated  to  match  the  Two  Goss  Global  Newsliners  were  deliv-  Boulder,  Colo.,  helped  Pioneer  News¬ 
printing  characteristics  of  its  offset  press-  ered  to  the  Okinawa  Times'  new  printing  papers’  20,000-circulation  Skagit  Valley 

es,  with  software  controls  that  match  on-  center  from  Goss’  Sayama,  Japan,  plant.  Herald  evaluate  sites,  design  a  54,000- 

press  ink  hues  and  densities.  The  RIPs  are  The  presses  were  installed  in  parallel  lines,  square-foot  building  on  an  eight-acre  parcel 

linked  to  the  paper’s  CCI  Europe  front  each  with  a  double  delivery  folder,  five  (with  provision  for  truck  staging,  maneuver- 

end  and  networked  Macintosh  computers. 

Running  Windows  NT  Server  on  Pen¬ 
tium  II  hardware,  the  RIP  software  includes 
a  PostScript  Level  2  interpreter  with  Adobe 
Portable  Document  Format,  SeeColor’s 
“Clear"  stochastic  screening,  and  SeeColor 
calibration  tools.  New  SeeColor  Computer 
To  Proof  software  can  be  added  to  proof 
post-RIP’d  files  sent  from  various  film 
imagesetter  and  platesetter  RIPs. 

Pressroom 

Goss  Graphic  Systems  Inc,,  Westmont, 

Ill.,  sold  five  Urbanite  units  to  Investor’s 
Business  Daily  as  an  addition  to  the  Los 
Angeles-based  paper’s  13-unit  Urbanite 
press,  which  dates  from  1990  and  was 
expanded  once  before.  The  latest  addition 


CT50P  reel-tension-pasters,  and  four  four- 
high  towers.  Each  line’s  4/4,  4/1,  1/4,  and 
4/2  towers  can  print  up  to  a  40-page  product 
with  16  pages  of  process  color  and  eight 
pages  of  spot  color. 

Also,  Goss  promoted  Training  and  Com¬ 
missioning  Manager  John  Nicoli  to  techni¬ 
cal  sales  director,  responsible  for  matching 
customer  needs  with  equipment  and  service. 
His  12  years  with  Goss  include  work  as  its 


ing,  and  dock  access),  and  develop  a  10-year 
product  plan.  The  consulting  firm  also  sug¬ 
gested  technologies  and  related  space  needs, 
and  prepared  master  plan  options  and  corre¬ 
sponding  capital  cost  estimates. 

The  paper  expects  to  occupy  its  new  of¬ 
fices  and  production  facilities  in  Mount  Ver¬ 
non.  Wash.,  next  fall.  Its  pressroom  will 
house  a  new  single-wide  press  intended  to 
improve  color  printing. 


r  Dauphin  Graphic  Machines,  Inc. 

lizaheMIe,  PA  17023  •  800-346-8119  •  717-362-3243 
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In  defense  of  a  Wall 

with  doors  and  windows 

by  Louise  Seals 


Talking  with  our  counterparts  in 

advertising  hardly  equates  with  selling 
our  souls. 

In  reality,  that  wall  between  news  and 
advertising  is  already  full  of  holes.  Is 
there  an  editor  who  isn’t  concerned 
about  increasing  ROP  (run-of-press) 
advertising  to  increase  her  paper’s  news 
hole  or  shore  up  a  special-interest  sec¬ 
tion?  Do  we  ignore  the  prospects  for 
advertising  support  when  we  propose  a 
new  section? 

How  many  of  your  annual  special  sec¬ 
tions  are  entirely  news-driven,  with 
advertising  an  afterthought?  How  many 
of  them  do  you  continue  after  profitabili¬ 
ty  sinks  below  a  certain  level? 

Of  course  we  can’t  ignore  business 
realities,  you  say. 

What  is  so  different  about  telling  the 
advertising  sales  reps  the  topics  of  the 
next  month’s  centerpiece  stories  in  the 
health  or  science  section  in  case  they 
have  sales  potential?  Or  in  the  food/fit¬ 
ness  section?  Or  theme  issues? 

How  much  of  your  millennium  or  end- 
of-century  coverage  has  been  driven 
by  the  potential  for  advertising,  and 
how  much  by  news?  Didn’t  your  plans 
change  if  the  ad  dollars  didn’t  material¬ 
ize  as  hoped? 

I’d  worry  if  we  chose  only  centerpiece 
topics  or  themes  for  which  we  could  sell 
advertising.  I’d  worry  if  we  chose  sources 
based  on  whether  they  worked  for  our 
advertisers,  instead  of  their  expertise.  I’d 
worry  if  we  slanted  our  coverage  to  avoid 
offending  advertisers.  I’d  worry  if  we  let 
advertisers  tell  us  what  our  centerpieces 
or  themes  should  be. 

We’re  not  doing  those  things. 

Most  newsrooms  jealously  guard  their 
independence,  but  that  doesn’t  mean  jour¬ 
nalists  have  to  forgo  communication  with 


advertising  managers  or  even  sales  reps. 
No  one  gets  queasy  about  coordinating 
with  circulation  and  marketing/promo¬ 
tion.  Why  should  editors  fear  normal 
business  communication  with  another 


Most  newsrooms 
jealously  guard 
their  independence, 
but  that  doesn’t 
mean  Journaiists 
have  to  forgo 
communication 
with  advertising 
managers  or  even 
saies  reps. 

major  department  of  the  newspaper? 

A  newspaper  benefits  when  everyone 
is  knowledgeable  about  operations. 
Maybe  we  should  have  more  sessions 
when  specialty  reporters  just  back  from  a 
national  conference  share  demographic 
data  as  well  as  sales  and  marketing  ideas 
with  the  ad  sales  staff.  Maybe  we  should 
encourage  ad  reps  to  pass  along  more 
story  tips,  especially  because  they  may 
be  out  in  neighborhoods  more  than  our 
reporters. 

Newsrooms  have  a  finer  line  to  walk, 
I  believe,  on  marketing  and  promo¬ 
tion  than  on  relations  with  advertising 
departments.  Aggressive  promotion  is 


no  longer  for  everyone  but  us. 

We  all  say  “No”  when  a  local  advertis¬ 
er  asks  to  be  featured  in  a  news  article 
without  some  real  news.  But  do  you  say 
“No”  when  a  flight  company,  which  has 
been  your  partner  on  a  promotion  event, 
offers  to  take  your  photographers  up 
whenever  you  need  aerial  shots?  In 
return  for  just  a  mention  in  the  photo 
credit?  The  high  cost  of  aerial  photogra¬ 
phy  made  us  think  hard  before  turning 
that  one  down. 

What  about  the  demand  for  speeches, 
appearances,  and  electronic  media  inter¬ 
views  of  our  columnists,  critics,  and  spe¬ 
cialty  writers? 

Talk  about  promotion  possibilities! 
But  do  we  serve  or  undermine  news 
goals  when  those  folks  toss  out  opinions 
and  prescriptions  that  sometimes  go  far 
beyond  what  we  would  allow  in  print? 

I’m  glad  I  don’t  work  for  a  newspaper 
that  owns  a  local  sports  franchise,  but  if 
an  ad  rep  said  a  department  store  that 
sponsored  a  charity  run  found  our  cover¬ 
age  lacking,  I’d  weigh  whether  the  criti¬ 
cism  is  valid.  Only  a  fool  would  dismiss 
the  complaint  just  because  it  came  from 
an  advertiser. 

I  know  few  foolish  editors,  but  not 
communicating  with  your  own  advertis¬ 
ing  department  seems  foolish  today.  ■ 


Seals  is  managing  editor  of  the  Rich¬ 
mond  (Va.)  Times-Dispatch. 
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CONGRATUUTIONS! 


BEST  DISPLAY  OF  VCR  PLUS+  NUMBERS  CONTEST  WINNERS! 


DIVISION  III 


DIVISION  IV 


arc.  50,000  —  99,999) 


(arc.  {•ss  than  49,999) 


VCR  Plus+^  has  been  a  great  asset  to  our  TV 
book.  We  even  get  calls  from  readers  who  want  to 
set  their  VCR  before  they  go  on  vacation  when  next 
week's  TV  book  is  not  out.  They  call  ahead  of  time 
to  get  the  VCR  Plus+  numbers." 

—  Jeanne  Carlson,  Special  Sections  Editor, 
Gainesville  Sun 


"It  has  been  a  benefit  for  our  paper.  Many  readers 
use  the  numbers  and  prefer  to  use  Prime  Time  as 
their  number  one  source  of  TV  listings 
information. " 

— ■  Ted  Weiss,  Associate  Publisher/Sales  Manager, 
Kenora  Daily  Miner  &  News 


Contest  judges  preferred  the  Gainesville  Sun's  well-defined,  easy-to-read,  24-hour  grids  and 
the  Dally  Miner  A  News'  highlight  sections  with  PlusCode*  numbers.  Kudos  to  Gainesville's 
second  first-place  win  for  the  Best  Display  of  VCR  Plus-l-*  nuribers! 

f  mk  R  ^tikM 

'United^^p 


For  more  information  on  VCR  Plus+,  please  call  Lisa  Klem  Wilson  at  800-221-4816  or  212-293-8500. 

VCR  Plus.  '  and  PlusCode'  are  trademarlis  of  Gemstar  Development  Corporation. 

©  1999  Gemstar  Development  Corporation 
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50%  of  all  Web  traffic  goes  to  just  lo  sites. 


Building  a  Web  site  that  brings  visitors  in  — and  then  brings  them  back  again  — is  no  mean 
feat.  Especially  when  you  consider  that  half  of  all  traffic  goes  to  just  a  handful  of  sites. 
Don’t  despair.  We  can  help.  With  AltaVista'"  Homebase',"  we  can  build  your  newspaper  an  enriched 
Web  site  that  pul1%  in  people  with  search,  email,  personalization  features,  and  a  host 
of  information  channels.  Plus,  with  a  link  on  the  top-ten  AltaVista  Network,  we  can  also 
;  push  a  whole  new  audience  your  way.  No  other  portal  solution  offers 

[  this  combination  of  breakthrough  technology  with  built-in  traffic.  So  cheer 

up,  give  us  a  call  and  breathe  in  the  sweet  smell  of  success.  (650)  429-Zf4oo. 
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AltaVista" 

www.altavista.com 
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